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ABSTRACT
Defining Wedding Exhibitors and Their Wedding 
Exposition Return on Investment Practices
by
Tracee Nalewak
Dr. Curtis Love. Examination Comm ittee Chair 
Assistant Professor o f Tourism and Convention Administration 
University of Nevada. Las Vegas
This study is exploratory’ in nature. Data was collected from 201 wedding 
exhibitors within the United States via mailed self-administered questionnaires.
The results o f  this study are used to create a standard wedding exhibitor profile including 
basic marketing activities, market positioning, and company demographics. It uncovers 
current wedding exhibitor return on investment (ROI) practices and identifies market mix 
positions before and after the show due to impacts these activities have on wedding show 
ROI.
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CH APTER ONE 
INTRODUCTION
Statem ent o f  the Problem
“For many o f us. weddings represent the promise o f  enduring love and 
commitment, but to others they represent a chance to say "I do" to business 
opportunities" (Parrish. 1999. p. 56). Parish states that according to the Association o f 
Bridal Consultants, the wedding industry boasts $38 billion to $42 billion dollars in 
annual sales (1999. p. 56). It is a d iverse industry comprised o f  a variety o f  businesses 
both large and small, all with a com m on link; weddings. To date, no academic reseaich 
is in existence that defines, supports and  directs this complex and ever-expanding 
industry.
The diversity o f organizational capacity within the industry is wide in scope. The 
majority o f the wedding vendor population encompasses smaller, independent businesses 
o f  local status. A smaller percent o f  the population contains large, national or 
international companies with the ability to provide their products and services 
internationally.
Demand for wedding related products and services are constant. The National 
Center for Health Statistics (NCHS) m easures the number o f  marriages that occur in the 
United States annually. The number o f  annual weddings is directly related to industry
1
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demand for wedding products and services. According to NCHS (2001 ). there were 
2.384.000 marriages in 1997. NCHS has monitored the number o f weddings and has 
tracked a consistent average o f  2.4 million marriages annually within recent years.
O f the 2.4 million weddings per year. Brides Magazine s 1997 Millennium 
Report: Wedding Love and Money, released statistics uncovering the fact that an average 
wedding cost in 1997 was at an all time high o f SI 9 .104.00. an increase o f 25% over the 
cost o f a 1990 wedding. (Average Wedding Costs. 2001). One can speculate between 
1997 and 2001. the average cost o f  a wedding has increased further. There is no doubt 
that the wedding industry is a lucrative and enticing industry.
.\s  competition grows in the wedding vendor market, the need for results-oriented 
marketing activities becomes a necessity in order to achieve financial health and financial 
wealth. "The bridal audience [marrying couples] is difficult to reach by traditional 
means. The market does not respond to incentives, special events, and narrowly targeted 
publications" enough where wedding vendors experience substantial return on 
advertising or marketing investments (Hulin-Salkin. 1988. p. 45). Bridal show producers 
have since put together "trade show-style exhibitions that bring the marrying public in 
contact with interested vendors" (Hulin-Salkin. 1988. p. 45).
Therefore, an excellent source to market and advertise a business in the wedding 
industry is through the wedding exposition. The wedding exposition provides wedding 
related companies with one o f the few opportunities available to directly showcase their 
products and services face-to-face with hundreds o f  wedding consumers all within a short 
o f  amount o f  time, generally one day.
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Remarkably, a small amount is known about the thousands o f  wedding 
expositions that take place annually on a national scope. Very little is known about 
companies that exhibit at wedding expositions, particularly their characteristics and 
expectations. Very little is also known about wedding show producers. Both exhibitors 
and show producers hold tremendous value in each other, but no foundation o f 
expectation levels have been set and no standard accountability issues have been put into 
practice by the exposition companies and the exhibitors alike.
The purpose o f  this study is to tackle this large, complex issue by taking a very 
small step in the right direction. This study focuses on the wedding industry: specifically , 
wedding-related businesses exhibiting at wedding expositions. This study is first aimed 
at developing a typical wedding exhibitor profile. Secondly, this study uncovers 
exhibitor ROI practices including expectations and objectives (e.g.. reasons for 
exhibiting), the "foundation upon which measurement tools are developed" (Cox. 2001 ). 
Thirdly. it discloses the actual ROI measurement tools in use and reveals the length o f 
time the ROI tools are employ ed. Lastly, this study addresses an exhibitor's marketing 
activities before and after a wedding exposition that have the most significant positive 
impact on ROI.
Importance o f the Study 
Small businesses make up the majority o f  the wedding industry population. With 
that comes a higher level o f  scrutiny when deciding where, how. when and why their 
revenue dollars should be spent, particularly when considering marketing activities like 
wedding expositions. As exposition and exhibiting costs increase, many smaller
R e p ro d u c e d  with p e rm iss ion  of th e  copyrigh t ow ner.  F u r th e r  reproduction  prohibited w ithout perm iss ion .
wedding-related organizations are looking for proof that their investments in wedding 
expositions are paying off. Are they generating any sort o f return on their investment 
(ROD? A marketing mistake as simple as attending or not attending an exposition can 
have serious repercussions on small companies in a competitive environment.
Larger organizations do not experience such serious, short-term aftereffects if 
wedding show participation is not successful. Instead, larger companies put more 
emphasis on holding the individual decision maker (manager o f  exposition marketing 
decisions) accountable. Executives want proof that management's decisions to 
investment in an exposition are paying off. According to Brian Rousseau (1996) 
"demonstrating a meeting's [trade show] contribution to the bottom line, in objective 
financial terms, is probably the most effective tool planners can use to preserve their 
jobs" (p. 8). Therefore, knowledge o f  how to measure wedding exposition ROI is needed 
not only for small companies but large companies, no matter the accountability issues or 
financial consequences at hand.
Likewise, wedding show producers need to understand their exhibitor's retum-on- 
investment (ROI) practices. To fully understand exhibitor ROI. the exposition company 
needs to intimately know who their target market is. if they measure ROI. and what their 
ROI expectations and objectives are. Additionally, they need to know what type o f  ROI 
measurement tools are used and for how long. Wedding show producers must have a 
grasp on additional exhibitor marketing activities concurrent with their show because o f  
their impacts on wedding show ROI.
Understanding the target m arket includes basic demographics and basic market 
positioning. A standard wedding exhibitor profile can assist w ith this. To date, no such
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profile exists. If  wedding show producers have a solid understanding o f the foundation 
(broken into categories) on which exhibitors set their ROI objectives, including their 
corresponding importance levels, coupled with an understanding o f  ROI measurement 
tools and the length o f  time these tools are utilized, they then can alter their marketing 
and advertising techniques in such a manner that allows them to assist their exhibitors 
perpetually generate positive and successful wedding show ROI. Once again, to date no 
specific wedding industry ROI information is available to aid in this matter.
Many qualitative articles published on ROI exist with a focus o f providing 
guidance and direction for com panies to build on. However, trying to generate one 
effective, standardized ROI method to encompass all industries is impossible. ROI 
measurements must be broken down into specific industries (i.e.. like companies, like 
services and products, like revenues and like marketing activities). The most revealing 
standardized ROI measurements can be achieved through timely, industry-specific 
research.
Research Objectives
Due to the lack o f quantitative studies available regarding this topic, the m ajor 
purpose o f this study is to explore the wedding exhibitor and their wedding show ROI 
practices. Furthermore, an attem pt is made to uncover additional exhibitor marketing 
activities before and after a wedding show in order to determine if  exhibitors feel these 
activities assisted them in producing positive ROI.
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This exploratory research has generated findings by interviewing and surveying 
wedding exhibitors who participated in wedding expositions produced by members o f 
Bridal Show Producers International (BSPi) nationwide.
To initiate this study, the following research questions were developed and 
addressed.
Question 1. What is the profile o f  a typical wedding exhibitor (including 
demographics and market positioning)?
Question 2. How. if  any. do wedding exhibitors measure wedding show ROI 
including the subset o f  ROI. ROO (retum-on-objectives)?
Question 3. What are the ROI and ROO variables (including their importance 
level rankings) that wedding exhibitors use to base their ROI 
measurements on?
Question 4. What ROI measurement tools are in use by wedding exhibitors and 
how long do they continue to use them after a wedding exposition?
Question 5. What pre/post wedding exposition exhibitor marketing activities 
assist in producing positive ROI?
Delimitations
There are several delimitations imposed on this study. Instead o f randomly 
choosing any wedding exhibitor from all wedding expositions nationwide, the specific 
wedding exhibitors selected in this study were participants in shows managed by
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producers who were members o f  Bridal Show Producers International (BSPi). This was 
done in order to save time and streamline research costs. Utilizing BSPi's industry 
contacts quickened the sample selection process while lending professional and prompt 
industry support. In addition, the wedding exhibitor lists generated by B SPi's wedding 
show producers were exhibitor lists from their m ost recent shows. The show producers 
shortened their master exhibitor lists due to the high ratio o f  prospects (e.g.. a potential 
exhibitor or a first time exhibitor) versus actual exhibitors who had exhibited in the past. 
This aided in minimizing the number o f non-qualified respondents by producing a sample 
o f  exhibitors with exhibiting experience. This saved on research costs.
Due to the high number o f  varied businesses and businesses that market more 
than one product or service, this study grouped all business types into thirty-three vendor 
categories including an "other" category. This was done to streamline the data by- 
shortening the survey and forcing the respondents to select the category that was most 
representative o f  their company.
Limitations
There were a few limitations in this study. The population used to determine the 
sample was taken from the membership list o f BSPi. Thus, the wedding exposition 
producers who were not members of BSPi were not represented.
Due to the distrusting nature o f many businesses and the feeling o f  uneasiness in 
generating copies o f  exhibitor lists for research purposes, the population was comprised 
o f  only those BSPi wedding show producers who where willing to participate. A total o f
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8six wedding show producers partook in this study. BSPi has twenty-nine members in 
total.
The time frame in which the surveys were sent fell in between August 20“’ and 
September 9“’. 2001. These surveys were mailed to companies in California. Nevada. 
Utah. Washington D C.. Virginia, Maryland. Massachusetts. New Hampshire. 
Pennsylvania. Ohio. New York. Texas. Florida. Illinois. Tennessee and Minnesota. Due 
to the tragic events o f  September 11“’. 2001 the mail system as we knew it. no longer 
existed. Flights were grounded for a minimum o f a week and longer, particularly in the 
Washington D C. and Virginia areas. This put mail delivery behind by a minimum of one 
week. The number o f  mail carrier flights was slashed in half, again adding more delays 
in the transportation o f mail. In addition, due to anthrax mail scares, m any businesses 
were disposing o f  mail if the sender was unknown. It was impossible to m onitor or 
detect if in fact these situations were o f valid concem to the study.
Lastly, there might have been some natural limitations surrounding the 
respondents during data collection sessions. For example, when doing an in-depth 
interview with a wedding exhibitor, one cannot be definite if the respondents work 
surroundings / work environment were void o f  influencers (e.g.. a supervisor within 
listening distance). This type o f  situation carmot be detected.
Assumptions
This study assumed that there would be similar exhibitor characteristics and ROI 
variables in existence within the wedding industry. It also assumed that wedding 
exhibitors who are active in wedding show participation would have w orking knowledge
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of wedding show ROI and wedding show ROI variables. This study had the underlying 
assumption that wedding show ROI can be measured and that most wedding exhibitors 
monitor and measure their company sales results through ROI practices. Lastly, this 
study assumed that most wedding exhibitors utilize ROI practices but might not be aware 
o f  the terminology associated with such activities.
Definition o f Terms
Bridal Show Producers International: An organization comprised o f  wedding show
producers and associate members who "maintain 
and enhance the quality o f  bridal shows for the 
benefit o f  exhibitors and the public" (BSPi Member 
Directory. 2001 ). Also known as the acronym 
BSPi.
Marketing Mix:
Post-Wedding Show: 
Pre-Wedding Show:
Promotion Mix:
Retum-On-Investment (R.O.I.): 
Retum-On-Objectives (R.O.O.):
Marketing activities that relate to the product, price, 
placement and promotion.
After attending and exhibiting at a wedding show. 
Before attending and exhibiting at a wedding show. 
Marketing activities that are related to promotional 
activities.
A gain or loss as a result o f  an investment.
A way to determine the total value o f  a show 
including non-financial performance elements 
(Reznick. 1999. p. 1)
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ROI Measurement Tools; Methodologies used to capture and analyze
information (Reznick. 1999. p. 18).
Trade Show Return On Investment; A methodology by which you compare the costs o f
a show with the revenue generated to determine the 
value o f  the show from a financial perspective 
(Reznick. 1999. p. I).
Trade Show: .An exhibition and gathering o f industry-related
professionals related to a specific cause. "Trade 
shows, expositions, scientific/technical conferences, 
conventions: the name may vary but the basic 
function o f  the activity represents a major industry 
marketing event" (Herbig. Palumbo. & O 'H ara. 
1996. p. 55).
Factors, portions, and parts that are subject to 
change.
An exhibition / trade show for the marrying public 
wanting to meet wedding vendors face-to-face and 
experience their product and service first hand. 
.Another name synonymous with wedding 
exposition.
Another name synonymous with wedding 
exposition.
Variables:
Wedding Exposition:
Wedding Show:
Wedding Trade Show:
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Wedding Vendor: A company or business associated with the wedding
industrv.
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CHAPTER TWO 
REVIEW OF LITERATURE
Importance o f  Trade Shows 
According to a May 1999 comparative study published by Business Marketing: 
Trade show exhibitions are a more important component than ever in the 
business marketer's tool kit. rising to number three from num ber five 
am ong nine marketing approaches used by the nation's top companies. 
Leading sales businesses are spending approximately S I2.6 billion a year 
to m arket their goods and services via trade shows. Exhibitions account 
for 17.3 percent o f every marketing dollar spent by companies with sales 
greater than $50 million. In addition, as more impersonal forms o f  
m arketing increase, such as Internet-based approaches, exhibitions 
becom e more important than ever. At some point in the business-to- 
business marketing and sales process, people need to see and feel the 
products and build upon their business relationships. That human 
interaction is what exhibitions deliver more cost-effectively than any other 
m arketing medium. (Erdos & Morgan, 1999. p. 15)
Human interaction and the need to see and demonstrate the products and services 
are becoming m ore warranted in the wedding industry. Many potential wedding
12
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consumers are now turning toward impersonal forms of contact, particularly, the Internet. 
"W eb sites offer one-stop wedding planning for brides and grooms-to-be. Many national 
sites have attracted users, in part, with links to local providers o f  wedding services" 
(Mitchell. 1998. p. 29). These local providers need a place where they can market face- 
to-face with the masses. like a wedding exposition. Recent trade show statistics coupled 
with marketing trends in the wedding industry provide concrete evidence that trade show 
participation is a crucial marketing activity within any wedding company's marketing 
mix.
Additionally. Steve Miller (1992) states "trade shows can expose companies to 
dozens, maybe even hundreds, o f potential new customers. They can also provide the 
opportunity to demonstrate the superiority o f  a company's products over those o f  its 
competitors, and they can generate enough appointments to keep sales staffs busy for 
months" (p. 46). Bearing in mind the unique makeup of the wedding industry, face-to- 
face selling and product demonstrations play important roles in the ability to achieve 
successful sales results. Face-to-face selling and product demonstrations aid in the 
wedding vendors ability to market their products and services in creative ways.
Weddings are about creativity and uniqueness. Vendors strive to "do something 
different", a marketing and promotions must for wedding businesses where "competition 
is stiff and individuality a must" (Stone. 1997. p. 78).
Wedding Exhibitor Profile 
This research is exploratory by nature. No definitive research in the academic 
literature exists that defines and classifies typical wedding exhibitors. There are many
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r th e r  reproduction  prohibited without perm iss ion .
14
articles relating to the classification o f other industry exhibitors such as manufacturing 
and health care exhibitors but no resources available defining wedding exhibitors. It is 
not wise to assume and transfer the classifications and definitions o f these exhibitors in 
other industries to those in the wedding industrv .
ROI Measurement Practices in the Wedding Industrv 
A study conducted by Gopalakrishna. Lilien. Williams and Sequeira (1995). "Do 
Trade Shows Pay Off", published in û\e Journal o f  Marketing, is the only quantitative 
research article found relating to trade show ROI. Many qualitative articles exist but they 
all lack quantifiable results.
Gopalakrishna. Lilien. Williams and Sequeira (1995). were able to demonstrate 
and prove, with a specific set o f  conditions and related methodology, that trade shows can 
pay off. hence, proving there is a way to measure ROI. They created a foundation in 
which future research is expanding.
This study considers Gopalakrishna. Lilien. Williams and Sequeira's results and is 
assuming that wedding show ROI can be measured. Uncovering whether or not wedding 
exhibitors utilize ROI practices is the first critical step. No academic literature was 
located that expresses whether or not wedding industiy- professionals utilize ROI 
practices when exhibiting at wedding shows.
According to Keith Reznick (1999. p. 1). ROI practices include establishing ROI 
objectives, goals and measurement tools and ROO objectives, goals and measurement 
tools. Keith Reznick (1999) defines ROI as "a methodology by which you compare the 
costs o f a show with the revenue generated to determine the value o f  the show from a
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financial perspective" (p. 1 ). He also defines ROO as "a way to determine the total value 
o f  a show including non-financial performance elements" (Reznick. 1999. p. 1 ).
Therefore it is important to understand that ROl practices include ROI and ROO 
information.
Wedding Exhibitor ROI and ROO Variables 
There have been many articles that suggest potential ROI and ROO variables, but 
are not industiy -specific enough. The wedding industn, is quite dynamic and unlike most 
industries. It is made-up o f many unrelated businesses that market to potential consumers 
who do not always exercise the traditional chronological steps associated with the 
consumer buying process (i.e.. need recognition, information search, evaluation o f 
alternatives, purchase decision and post purchase behavior). This is mainly due to the 
reason that most purchases are emotionally charged. These variables must be determined 
only through wedding exhibitor research and it would be a critical mistake to use 
qualitative study \ ariables as a foundation for the wedding industry.
It is the intention o f this study to isolate ROI practices and variables and their 
importance levels. These variables can eventually be utilized by wedding vendors to 
assist in the calculation o f wedding show ROI.
Measurement Tools and Timetables 
The secondary literature review revealed well over fifty articles that provided 
measurement tools and techniques for determining trade show ROI. Once again, these 
articles were qualitative, lacking quantitative results and were not wedding-industry
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specific. The articles produced generalized measurement tools and techniques that could 
potentially be used by the wedding industry without knowing the success rate. This study 
is not assuming these measurement tools and techniques work in the wedding industry 
hence the decision to quantitatively discover what the wedding industry is using. No 
literature was available to assist in determining what measurement tools and timetables 
were in use by wedding exhibitors.
Pre Post Wedding Exposition Marketing Activities and ROI Impacts 
This study is also taking into consideration outside influencers in the marketing 
and promotions m ix coupled with a product or service's current standings in the product 
life cycle stage. Jonathan Cox states "accurately measuring sales resulting from leads is 
not the issue.. .the real issue in calculating true ROI is accounting for other factors and 
other elements o f  the marketing mix that may also influence the sale"(p. 1 ). 
Gopalakrishna. Lilien. Williams and Sequeira (1995) state trade shows "pay o f f  when 
their effects can be isolated, but to be considered cost-effective, they must also "pay o f f  
when their effects are mixed with the effects o f other elements in the promotion mix" (p. 
82).
.Additionally. Gopalakrishna. Lilien, Williams and Sequeira (1995) state that:
The measurement o f  return on trade show investments is confounded by a 
number o f factors. First, a firm's trade show participation results in direct 
sales effects, as well as attitudinal or cognitive effects (generally 
considered ROO's). Second, the trade show is typically employed in 
conjunction with other elements o f the marketing communications mix.
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such as direct mail, advertising, and personal selling. Very often, the time 
a prospective customer takes to move from interest to actual purchase may 
range from a few weeks to many months depending on the nature o f  the 
product and the buying situation. In the interv ening period, other 
marketing activities interact and. thus, interfere with measuring the true 
impact o f  the trade show. (p. 75)
Generally, these impacts are not so severe on the wedding industry. Lloyd Gite 
( 1992) states "although the amount o f  money that's spent on weddings each year is 
substantial, most o f the businesses in this industry are small-often times sole 
proprietorships or family-owned firms" (p. 72). Hence, the majority o f industry 
companies do not have substantial marketing budgets allowing for extensive marketing 
campaigns with longevity. Nonetheless, it is o f significant importance to determine 
which marketing activities pre / post wedding exhibiting influenced ROI in a positive 
way. No wedding industry articles were uncovered relating to pre / post wedding 
exhibition marketing activities and the affects they had on wedding show ROI.
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CHAPTER THREE 
METHODOLOGY
Overview o f Research Design 
The primary purpose o f  this study was exploratory in nature. The purpose was to 
uncover wedding exhibitor trade show ROI practices while at the same time creating a 
standard profile o f a wedding exhibitor including market position, marketing mix 
knowledge and company demographics. The results were generated through personal 
interviews and self-administered questionnaires. The self-administered questionnaires 
were completed by wedding exhibitors who had exhibited between 1999 and 2001. with 
wedding exposition companies who were active members o f Bridal Show Producers 
International.
Sampling Procedures 
This study included both probability and non-probability sampling. Information 
on wedding expositions was gathered solely from Bridal Show Producers International 
(BSPi). BSPi is the only association dedicated to improving the quality o f wedding 
expositions for exposition companies and wedding exhibitors alike. The total number o f 
BSPi members that agreed to participate in this study was six. The six exposition 
companies that provided the sampling frame were Jadlyn Publishing. Inc.. W edding Day
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Expositions, Twin City Bridal Association. Dale Tomy Associates. Showcase 
Productions. Inc.. and Bridal Spectacular, each a BSPi member. All six involved BSPi 
members furnished detailed exhibitor lists o f the target population. This sample 
population consisted o f  wedding vendors who had exhibited with one o f  the six 
exposition com panies. The sample population was explicitly exhibitors responsible and 
accountable for trade show decisions, activities and results. This sample was a 
homogeneous group. The overall sample consisted o f 1.440 wedding vendors o f which
1.418 w edding show exhibitors were selected in a random manner. Duplications were 
not an issue. The six participating exposition management companies where from 
different geographical areas o f the United States.
As a first step, this study included eight in-depth interviews o f a convenient 
sample o f  w edding exhibitors selected by the researcher to determine basic ROI and 
ROO variables and practices including objectives. ROI measurement tools and 
timetables. These predetermined variables and practices aided in the development o f  the 
questionnaire instrument.
Research Instrument 
The instrum ent was constructed so conclusions could be derived from the data 
that would disclose current wedding trade show ROI practices and standard wedding 
exhibitor inform ation for the wedding industry . Additionally, the research instrument 
included further wedding exhibitor information (beyond the scope o f  this study) that 
could generate future wedding industry research questions.
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The survey method was chosen based on two reasons. According to Zikmund 
(2000). "surveys provide quick, inexpensive, efficient, and accurate means o f assessing 
information about the population" (p. 168). In addition, the survey was also chosen due 
to the geographic sprawl o f  the sample population. The versatility o f  information that a 
survey can contain and eventually obtain, once mailed, makes for speedy, inexpensive, 
information gathering. The survey instrument is located in Appendix A.
The survey instrument was broken into six sections and was comprised o f five 
pages not inclusive o f the cover page. The cover page o f  the survey revealed the research 
project sponsor and the responsible party for conducting the research. It also included 
informed consent information on University of Nevada. Las Vegas letterhead. This 
survey was sponsored by BSPi and conducted by the University o f  Nevada. Las Vegas. 
William F. Harrah College o f  Hotel Administration.
Section one o f the survey instrument prompted the respondents to select the 
products and services they exhibited at wedding shows. The respondents were allowed to 
choose as many answers as necessary from the thirty-three categories presented. These 
categories were deri\ ed with the assistance of BSPi.
Section two o f the sur\ ey instrument instructed the respondents to rank the 
importance levels (using a five point Likert scale) o f ROI show objectives collected from 
the in-depth interv iews. ROI show objectives are the reasons why exhibitors partake in 
wedding shows in the first place; they are exhibitor's reasons for exhibiting. The 
wording o f the question was designed in such a w ay to avoid using the term "ROI". This 
was done to eliminate any misunderstandings as to what ROI show objectives mean.
Once again, it was an assumption o f  this study that wedding exhibitors do practice ROI
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strategies, but might be unaware they are doing so and might be unaware o f  the 
terminology that surrounds such activities. Understanding ROI show objectives is critical 
because these objectives define the criteria for measurement tools (Cox. 2001 ).
Section three was comprised o f seven parts and was devoted to educating the 
wedding exhibitor on simplistic ROI terminology while revealing wedding exhibitors 
current ROI practices. Part one questioned whether or not wedding exhibitors measured 
wedding show ROI. Part two questioned the respondents on what ROI measurement 
tools they used. It prompted the respondents to select as manv predetermined 
measurement tools as deemed necessaiy. Part three examined the length o f time the 
measurement tools were actually used. Part four inquired whether or not the respondents 
measured ROO's. Part five instructed the respondents to rank the importance levels 
(using a five point Likert scale) o f  ROO show objectives collected from the in-depth 
interviews.
Part six and part seven were open-ended responses requesting the respondents to 
describe in their words what makes a wedding show a success and a failure. The analysis 
o f  these questions were beyond the scope o f this study but are nonetheless important to 
determine eventually.
Section four o f  the survey instrument elicited wedding exhibitor marketing 
activities and information beyond wedding exposition ROI practices. Section four was 
comprised o f  five parts.
Part one uncovered the wedding vendor's product / service life cycle position.
“No matter what stage o f  its life cycle a product / serv ice is in. exhibitions work" (Sind. 
1995. p. 27). "In the introductory phase o f a product / service, exhibitions work best as
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"promotional" tools: in the later stages o f a product’s ' services' life cycle, exhibitions 
work better as "selling" tools. Objectives such as image building and establishing an 
industrv presence are accomplished by exhibitions at all stages" (Sind. 1995. p. 27). 
Understanding what product life cycle wedding exhibitors rank highest can assist 
wedding show producers in determining how to market their expositions to potential 
exhibitors more effectively.
Part two and part three prompted the respondents to divulge their market 
positioning through price and clientele base. Understanding how wedding exhibitors 
view their pricing and view their clientele will once again assist wedding show producers 
in streamlining their marketing activities by focusing on their target market and the needs 
o f their target market.
Part four exposed and questioned what additional marketing activities were in 
existence pre ' post wedding show participation. These marketing activities were 
determined from the in-depth interviews. The respondents were asked to check all 
marketing activities that applied before and after the wedding exposition. Part five then 
prompted the respondent to divulge whether or not the selected marketing activities listed 
had an overall affect on their wedding show ROI. This is important to know for two 
reasons. First, if  there is / are marketing activities that assist in producing positive 
wedding show ROI. it would be important to make exhibitors aware o f  those activities. 
Secondly, if wedding show producers know this information, they then can educate their 
exhibitors on these activities in turn assisting them with generating perpetual positive 
ROI.
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Section five o f the survey instrument uncovered dem ographic information on the 
respondents and their corresponding companies. Specific questions in this section were 
geared towards determining what their primary businesses were, their annual sales 
revenues, company location, business scope, age o f company, job  titles, length o f  time 
involved in the wedding industrv. number o f  wedding couples handled annually, and 
industrv association membership. These questions were developed to hav e a better 
understanding o f wedding exhibitor profiles. The questions were comprised o f open- 
ended and close-ended responses.
Section six was developed to allow the respondents to express their feelings.
Most o f  the survey questions were close-ended questions allowing for greater uniformity 
in the responses. Section six was comprised o f all open-ended questions and embodied 
two parts. Part one was an open-ended question asking what wedding exposition 
companies can do to assist in increasing wedding exhibitor ROI. The respondents were 
able to answer freely void o f  uniform constraints. The answers to the open-ended 
questions are beyond the scope o f this study.
Part two asked the respondents to indicate what they considered fair market value 
for a  standard booth at a wedding show on three levels; a national show, a regional show, 
and a local show. Each show was defined and an open-ended response prompted. This 
information helped to round out the profile o f a typical wedding exhibitor.
Data Collection Procedures 
On April 16. 2001. eight experienced wedding exhibitors were selected from a 
convenient sample and contacted via the telephone for in-depth interviews. The
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interviewer had a discussion guide that included many questions relating to wedding 
exposition ROI practices. The interviewer probed for elaboration after the subjects 
answered specific questions. The interviewer encouraged respondents to speak freely 
about the topics at hand. The detailed information gathered from the in-depth interviews 
was used to create the survey instrument.
Once a tentative survey instrument was created, it was pre-tested. Fourteen 
wedding exhibitors were randomly selected and were sent the initial survey and cover 
letter via fax. These randomly selected individuals were told o f  the pre-test execution 
and were encouraged to divulge any adjustments sought fit. Minor modifications in the 
survey format were made due to the pre-test results. The pre-test assisted in eliminating 
administrative errors and response biases. The pre-test also assisted in measuring the 
surveys reliability and validity. Once the survey was updated and adjusted, it was again 
administered to the same fourteen wedding exhibitors and a test-retest method was 
conducted to test for stability.
On .August 20th. 2001 a cover letter (Appendix B). a survey and a postage paid 
envelope were bundled and sent to 1.010 wedding exhibitors within the sample 
population. The cover letter was printed on the University's official paper inclusive o f  
the University logo. Each survey was coded so that the individual respondent could be 
traced. The respondents were asked to complete the instrument and return it within three 
weeks o f receipt.
The same questionnaire, cover letter and postage paid envelope was used for a 
second mailer to 406 additional wedding exhibitors (randomly selected) on September 
8th. 2001. Once again the surveys were coded and the cover letter printed on official
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University letterhead. The questionnaire respondents were encouraged to return the 
survey within three weeks.
A final fax campaign o f 127 randomly selected non-responses was faxed on 
October 14^ and October 15‘*'. 2001. The faxed questionnaire respondents were 
encouraged to return the sur\ ey within four business days via fax to the University o f  Las 
Vegas’ Convention and Tourism Administration Department fax machine. Approval 
from the University o f Nevada. Las Vegas Office for the Protection o f  Research Subjects 
was received prior to the mailing (Appendix C).
Data Analysis
This study was developed utilizing only nominal and ordinal measurement scales. 
Therefore, all information gathered as a result o f this research was analyzed using 
descriptive statistics.
Chi-square testing was used to "test for significance in the analysis o f  frequency 
distributions allowing the categorical data to be statistically analyzed" (Zikmund. 2000. 
p. 470).
Independent sample T-tests were also conducted to assure there were no 
significant differences between respondents and non-respondents. This was done by 
comparing early and late respondents. Additionally, many cross-tabulations were 
performed to "organize data by groups, categories, or classes, thus facilitating 
comparisons" w ith ease (Zikmund. 2000. p. 439).
A factor analysis whose "purpose is to summarize the information contained in a 
large number o f  variables into a smaller number o f factors" was utilized to streamline the
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large number o f  ROI and ROO wedding show variables into a "few  interpretable 
dimensions" (Zikmund. 2000. p. 545). The extraction method utilized was principal 
component analysis and the rotation method was varimax with Kaiser normalization. 
Eigenvalues ( > 1 ) were used to determine the number o f  factors.
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CHAPTER FOUR
RESULTS
Introduction
The research study consisted of utilizing descriptive statistics for all data collected 
including analyzing the frequencies and ranking variables by importance. Due to the 
exploratory nature o f the study, no hypothesis was tested.
The analysis process began with calculating the frequencies for all the 
quantitative data collected. It is important to note that the actual number o f  responses for 
each survey question may not be identical to the number o f surveys received. Some 
respondents skipped questions hence not every surv'ey question was answered by each 
respondent.
The study response rate was determined by calculating the total sample 
population by the number o f useable surveys returned. The sample population consisted 
o f  1.418 individuals o f  which 201 useable surveys were received. The total response rate 
for the study was 14.2% (Table 1).
Because the mailer vvas executed at two different times (August 20*'’ and 
September 8“') the results were checked for non-response bias (see Appendix D) via chi- 
square analysis and independent sample t-tests. The results showed no significant 
differences between early and late respondents. Therefore, no significant differences
27
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were found between the groups. Generalizing data from both mailers simultaneously was 
statistically acceptable.
Table 1
Response Rates
Survey Distribution Method Surveyed Responded Percent ° o
1 Mailer 1012 136 13.4
2'^ Mailer and Fax 406 65 16.0
Total 1.418 201 14.2
Products and Serv ices Exhibited 
Respondents were asked to categorize the types o f products and serv ices they 
exhibit. Table 2 lists the frequencies o f each. The frequency level o f  the products and 
services are higher than the total amount o f  surveys collected due to the fact that many 
exhibitors exhibit more than one product or service. The valid percent is utilized which 
uses the frequency o f  the product or service divided by the actual number o f  responses 
received less the missing or skipped responses. The most exhibited products and services 
at wedding expositions were banquet facilities (19.1%). photography (16.1%). 
videography (13.1 %). wedding and event consulting (11.1%) and favors (10.1 %).
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Table 2
Products and Services Exhibited
Continued
Specific Products and Services Frequency Percent (°-'o )
Banquet Facility 38 19.1
Beauty Services 7 3.5
Beverages 8 4.0
Bridal Accessories 15 7.5
Cakes and Sweets 15 7.5
Calligraphy 6 3.0
Catering-Off Premise 13 6.5
Destination Weddings 9 4.5
Entertainment 19 9.5
Favors 20 10.1
Financial and Insurance 3 1.5
Florist 13 6.5
Floral Preservation 1 .5
Formal Wear 11 5.5
Gowns and Dresses 4 2.0
Home Furnishings 4 2.0
Hotel 18 9.0
Internet Services 6 3.0
Invitations 15 7.5
Party Rentals 4 2.0
Photography 34 16.1
Poetry 0 0
Publications ") 1.0
Real Estate 5 2.5
Registry 6 3.0
Restaurants 14 7.0
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Table 2
Products and Services Exhibited
Continued
Specific Products and Services Frequency Percent (%)
T ransportation 6 3.0
Travel .Agency 9 4.5
Videography 26 13.1
Wedding Décor 10 5.0
Wedding and Event Consulting ->2 11.1
Yachts and Charters 3 1.5
Other 8 4.0
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Reasons for Exhibiting 
In part two of the survey, respondents were asked to rate the importance level of 
each o f  the tw enty-three variables given that describe the reasons why they exhibit at 
wedding expositions. Once again, reasons for exhibiting are generally show objectives 
that ROI measurement tools are built on.
In order to determine which objective variables wedding v endors find extremely 
important, it is necessary to analyze the individual variable's means and standard 
deviations. The results (Table 3) indicate that generating qualified leads ranks as the 
highest reason for exhibiting with a mean o f  4.48. This is followed by exposure with a 
mean o f  4.36. The third highest mean is reaching the target market at 4.33. Promoting 
product and/or service with a mean o f 4.21 is fourth and generating bookings for the 
current year with a mean o f  4.18. is the fifth ranked answer. The variables ranked with 
the lowest mean were fashion show participation with a mean of 1.47. seminar 
participation with a mean o f 1.83 and trade with the exposition company with a mean of 
2.06.
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Table 3
Importance Levels o f  Exhibitor Objectives
Variables Mean S. D. Rank
Generate Qualified Leads 4.48 .85 1
Exposure 4.36 .88
Reach Target Market 4.33 .96 3
Promote Product/Service 4.21 .92 4
Generate Bookings for Current Year 4.18 1.09 5
Generate Bookings for Following Year 4.11 1.15 6
Gain Company Credibility 3.86 1.19 7
Remain Competitive 3.85 1.15 8
Attendee Lists 3.80 1.39 9
Product / Service Showcase 3.74 1.21 10
Networking 3.44 1.27 11
Attendee Mailing Lists 3.18 1.61 12
New Market Position 3.11 1.37 13
Stay on Top o f Industry Trends 2.98 1.44 14
Internet Links on Show Website 2.85 1.43 15
New Distribution Channels 2.80 1.40 16
Directory / Advertising Listing 2.78 1.41 17
Contest / Giveaway Participation 2.20 1.25 18
Competitor at Show 2.18 1.14 19
Trade with Exposition Company 2.06 1.27 20
Seminar Participation 1.83 1.15 21
Fashion Show 1.47 1.01 22
Scale: not important 1 2 3 4 5 extremely important
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A factor analysis o f the ROI variables was conducted (see Appendix E). The 
following variables were grouped together (Table 4) utilizing the principal component 
analysis extraction method and the varimax with Kaiser normalization rotation method. 
The analysis resulted in five main factors/components. The five factors were labeled in 
order to generate five main ROI categorical variables. They were show management, 
exposure, exhibitors, attendees and sales and leads.
Table 4
Categorical Variables o f  ROI
Categorical Variable
Component 1 
"Show Management"
Product / serv ice showcase 
Promote product / service 
Reach target market 
New market position 
New distribution channel
Component 2 
"Exposure"
Exposure
Gain company credibility
Stay on top o f industry trends
Networking
Remain competitive
Trade with exposition company
Component 3 
"Exhibitors"
Fashion show participation 
Seminar participation 
Directory / advertisement listing 
Competition at show
Component 4 
"Attendees"
.Attendee lists 
.Attendee mailing lists 
Internet links to show website
Component 5 
"Sales and Leads"
Bookings for current year 
Bookings for following year 
Qualified leads
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The five categorical labels were taken from the results produced by a content 
analysis o f the open-ended surv ey questions (success factors, failure factors and ROI 
enhancers). Though the content analysis is beyond the scope o f  this study, the categories 
produced categorized this study's ROI factors with ease.
Component 1. show management, encompasses the responsibilities that wedding 
show managers have to help increase their exhibitors ROI success. Component 2. 
exposure, includes activities associated with ways exhibitors increase their company's (or 
individual(s) within the company) exposure amongst potential clients, industry 
colleagues, and competition. Component 3. exhibitors, includes show activities for 
exhibitors as well as the need to understand who else is exhibiting at the show. 
Component 4. attendees, encompasses ways to reach show attendees. Component 5. 
sales and leads, is the last categorical variable for wedding show ROI. The sales and 
leads category includes new client bookings and new client leads. In conclusion, it can 
be said that wedding show ROI variables fall within five main categories; show 
management, exposure, exhibitors, attendees, and sales and leads.
Return On Trade Show Investment Practices 
Part three o f  the survey first asked respondents if  they measured wedding 
exposition ROI. Table 5 lists the number of responses with the frequency of 
respondents and the valid percentage o f those that do or do not measure ROI. The results 
state that 82.5% o f the respondents do admit to measuring w edding exposition ROI and 
17.5% do not measure ROI.
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Table 5
Exhibitors that Measure ROI
Answer Responded Percent (%)
Yes 156 82.5
No 33 17.5
Total 189 100
O f those respondents who do measure ROI. it is important to find out how. 
Respondents where asked how they measure ROI via eight predetermined variables. 
These variables and their corresponding frequencies are listed in Table 6. Respondents 
selected number o f  bookings as the most frequent answer with 64.6% o f the respondents 
stating they use this ROI measurement. The number o f  leads that turn into bookings is 
second choice for ROI measurement tools by wedding vendors at 62.1%. Third choice is 
utilizing total sales revenues from a wedding show as a ROI measurement tool at 49.1%. 
The respondents were given the choice of answering more than one measurement tool 
therefore the associated percentages and frequencies are not totaled.
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Table 6
ROI Measurement Tools
M easurement Tool Responded Percent {%)
Number o f  Inquiries 58 35.8
Number o f  Leads Generated 59 36.6
Number o f  Qualified Leads Generated 63 39.1
Number o f  Leads that Turn into Bookings 100 62.1
Number o f  Bookings 104 64.6
Total Sales Revenues from Show 79 49.1
Number o f Orders 31 19.3
How long after the show these measurement tools are utilized is next addressed. 
Respondents were given five options to select from. Table 7 lists the results including the 
highest response. Wedding vendors responded that 33.7% continue to measure ROI 
variables for 13-f months after a wedding exposition takes place. The second highest 
response was 11-13 months at 25.8%. Third and fourth ranked were very close. The 
time frame o f  4-6 months had a slim lead o f  only .6% over measuring ROI 7-10 months 
post show at 16%. Only 8% of the respondents measure their exposition ROI within the 
first three months post wedding show.
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Table 7
ROI M easurement Time Frame
Time Factors Responded Percent (%)
0-3 mos. 13 8.0
4-6 mos. 27 16.6
7-10 mos. 26 16.0
11-13 mos. 42 25.8
13-  ^mos. 55 33.7
Total 163 100.0
Respondents were asked if they measured their trade show return on objectives 
(ROO's). O f the 182 that responded. 68.1% did measure their return on objectives and 
31.9% did not. Table 8 lists the corresponding results.
Table 8
Exhibitors that M easure ROO
Answer Responded Percent (%)
Yes 124 68.1
No 58 31.9
Total 182 100
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Respondents then had the opportunity to indicate the importance level o f each of 
the seventeen predetermined variables that describe wedding vendor's return on 
objectives. In order to determine which return on objective variables wedding vendors 
find extremely important, it is necessary to analyze the individual variable's means and 
standard deviations. Results (Table 9) indicate that quality o f  wedding show attendees 
ranks as the m ost important return on objective with a mean o f 4.64. This is followed by 
booth traffic w ith a mean of 4.56. Booth location is another return on objective of 
extreme importance with a third place mean rating of 4.41. Length o f  wedding shows at 
one-day. and show  location, rank fourth and fifth with means at 4.16 and 4.13. 
respectively. The retum-on-objective variables ranked low were length o f  show three 
day. length o f  show  two day and volume o f  exhibitors at means o f  1.82. 2.52. and 3.11. 
respectively.
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Table 9
Importance Levels o f  Exhibitor ROO's
Variables Mean S. D. Rank
Quality o f  Attendees 4.64 .56 1
Booth Traffic 4.56 .64 n
Booth Location 4.41 .80 3
Length o f  Show: One Day 4.16 1.16 4
Show Location 4.14 .85 5
Flow o f  Attendees During Exhibition 
Hours
4.12 .87 6
Layout o f  Exposition Space 4.01 .94 7
Volume o f  Attendees 3.94 1.10 8
Show Energy Level 3.94 1.06 9
Promotion Activities o f  Show Producer 3.94 1.17 10
Quality o f  Exhibitors 3.70 1.12 11
Increase in Internet Traffic 3.50 1.34 12
Brand Awareness 3.27 1.46 13
Volume o f  Exhibitors 3.11 1.05 14
Length o f  Show: Two Day 2.52 1.53 15
Length o f  Show: 3+ Days 1.82 2.17 16
Scale: not important 12 3 4 5 extremely important
A factor analysis o f  the ROO variables was conducted as well (see Appendix E). 
The following categorical variables were grouped together (Table 10) utilizing the 
principal component analysis extraction method and the varimax with Kaiser 
normalization rotation method. From the analysis, four m ain factors/components were
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established and labeled. They were show management, exposure, exhibitors, and 
attendees.
Table 10
Categorical Variables o f  ROO's
Categorical Variable
Show location
Component 1 Layout o f  exposition space
"Show M anagement" Show energy level
Show producer promotion activities
Quality o f  attendees
Brand awareness
Booth location
Booth traffic
Component 2 Volume o f  attendees
"Attendees" Flow o f  attendees
Length o f  show: one day
Quality o f  exhibitors
Component 3 Volume o f  exhibitors
"Exhibitors" Increase in internet traffic
Length o f  show: two days
Component 4 Length o f  show: three days
"Exposure"
Once again, the four categorical labels were taken from the results produced by a 
content analysis o f  the open-ended survey questions (success factors, failure factors and 
ROl enhancers). Though the content analysis results are beyond the scope o f  this study, 
the categories produced categorized this study 's ROO variables with ease.
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Component 1. show management, once again encompasses the responsibilities 
that wedding show managers have. Component 2. attendees, emphasizes volume, flow, 
traffic and quality (generally one day shows produce better quality attendees).
Component 3. exhibitors, includes quality and volume of exhibitors as well as the 
increase in exhibitors' Internet traffic. Lastly. Component 4. exposure, encompasses the 
number o f  days the company is exposed. In conclusion, it can be said that wedding show 
ROO categorical variables fall within four main categories; show management, attendees, 
exhibitors, and exposure.
Respondents were then asked to describe in their words what makes a wedding 
show a success for their company. These open-ended responses can be found in 
Appendix F. Appendix F lists all responses verbatim.
Respondents were then asked to describe in their words what constitutes a 
wedding show failure for their company. These open-ended responses are also located in 
.Appendix F. Appendix F lists all responses verbatim. Once again, a content analysis o f 
the open-ended questions was performed, but the findings are beyond the scope o f this 
study.
.Additional Marketing Activities
Part four o f the surv ey instrument addresses marketing information and activities. 
Respondents were asked to check the scenario that best describes their company's current 
product or service life cycle position. The product / service life cycle o f  exhibiting 
companies generally relates to the age o f  the company or newness o f the product or 
service. As mentioned earlier, trade shows assist companies no matter what product /
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service life cycle they might be experiencing. Knowing which cycle they are positioned 
in. aids in determining the appropriate ROI objectives. It also helps show producers 
market more effectively to potential exhibitors by understanding these ROl objectives 
Table 11 lists the responses via product life cycle order using frequencies and 
valid percents and Table 12 illustrates their ranked order. Most o f the companies ranked 
themselves in product life cycle two. the growth stage, as 76.1% of the responses showed.
During the growth stage, companies are generally entering new market segments. 
As their sales climb, competition generally increases hence their promotion activities 
expand (J. Bowen, personal communication. March 3. 2000). It is possible to speculate 
this is the reason why well over three-quarters o f  all exhibitors are exhibiting at w edding 
shows, a promotional activity to increase sales. This can be validated by the first ranked 
ROI variable o f generating qualified leads (Table 3) under reasons for exhibiting. Leads 
indirectly impact the increase in sales and ROI but are. nonetheless, an important part o f 
the equation for increasing overall sales.
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Table 11
Product / Service Life Cycle Stage
Stages I-IV in Order Frequency Percent (%)
Product / Service is new with no sales revenue history 10 5.3
Product / Service is experiencing a constant growth in 
sales revenues 143 76.1
Product / Service is experiencing slowing sales revenue 
growth 32 17.0
Product / Service is experiencing declining sales 
revenues 3 1.6
Table 12
Product / Service Life Cycle Rank
Stage Percent (%) Rank
Growth Stage 76.1 1
Maturity Stage 17.0 ~i
Introduction Stage 5.3 3
Decline Stage 1.5 4
Respondents were asked to mark different categories that describe the level o f 
their clientele. More than one answer was allowed therefore totals were not necessary.
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Table 13 lists the responses. The two highest ranked responses, upper-middle and 
middle, were within two percentage points o f  each other. Upper-middle ranks highest at 
74.9% and middle priced ranged clients were ranked at 72.3%. High-end clientele were 
ranked third at 37.9% followed by lower-middle clientele at 27.7%. and lower-end 
clientele at 12.3%.
Table 13
Clientele M arket Level
Target Market Frequency Percent (%) Rank
High-End 74 37.9 3
Upper-Middle 146 74.9 1
Middle 141 72.3 -)
Lower-Middle 54 27.7 4
Lower-End 24 12.3 5
Respondents were then asked to m ark different categories that describe the 
pricing level o f  their products and services. More than one answer was allowed therefore 
totals again were not necessary . Table 14 lists the responses. The highest ranked 
response was middle level pricing at 65.1% . In close second was upper-middle pricing at 
60.0%. High-end pricing was ranked third at 25.6% followed by lower-middle pricing 
at 22.1%. Lastly, wedding vendors offering lower-end pricing made up 8.7% o f  the 
responses.
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Table 14 
Price Positioning
Price Range Frequency Percent (%) Rank
High-End 50 25.6 3
Upper-Middle 117 60.0
Middle 127 65.1 I
Lower-Middle 43 22.1 4
Lower-End 17 8.7 5
Respondents were asked to indicate whether or not they utilized specific 
marketing activities before a wedding show and after a wedding show. Eighteen 
marketing activities were presented. Table 15 lists all eighteen marketing activities 
including the number o f responses for each, before and after a wedding show. The 
responses include the frequency and its corresponding valid percent. Respondents were 
asked to mark all that apply therefore totals were not necessary. The highest ranked pre­
wedding exposition marketing activity was placing an ad in a local wedding magazine as 
noted by 53.6% o f  the respondents. The second ranked marketing activity was yellow 
pages advertisement as selected by 47.5% o f  the respondents. In third rank, at 39.9%. 
was personal selling.
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Table 15
Pre / Post Wedding Show Marketing Activities
Before After
Wedding Wedding
Exposition Exposition
Marketing Activity
Frequency (%) Frequency (%)
Wedding Magazine Ad -  Local 98 53.6 83 45.4
Wedding Magazine Ad -  
Regional
52 28.4 51 27.9
Wedding Magazine Ad -  
National
18 9.8 13 7.1
Yellow Pages Listing 87 47.5 75 41.0
Yellow Pages Advertisement 65 35.9 57 31.1
Direct Mail 53 29.0 91 49.7
Newspaper Ad 28 15.5 19 10.4
Radio Ad 14 7.7 4 t  ->
Billboard Ad 8 4.4 4 2 2
TV Ad -  Local Cable 12 6.6 6 3.3
TV Ad -  National 4 2.2 ") 1.1
Telemarketing / Cold Calling 21 11.5 39 21.3
Personal Selling 73 39.9 90 49.2
Broadcast Email 17 9.4 34 18.6
Broadcast Fax 7 3.8 8 4.4
Internet Ad 54 29.5 48 26.2
Other 15 7.5 15 7.5
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Post wedding show marketing activities were noted in Table 15 as well. First 
rank went to direct mail activities at 49.7%. Personal selling at 49.2%  was ranked second 
by only .5% points. Local wedding magazine advertisements came in third place for the 
most used post-wedding show marketing activity at 45.4%.
Respondents were also asked to describe the overall effect additional marketing 
activities had on their wedding show ROL O f the 175 respondents to this question.
29.7% ranked their marketing activities had a moderate positive effect on their wedding 
exposition ROl. the highest ranking o f all five selections. Table 16 lists the frequencies 
and valid percents that describe w hat effects, if any. were made on wedding show ROl.
Table 16
Pre / Post Wedding Show Marketing Activities and ROl Impacts
Effect Frequency Percent (%)
Decreased My ROI 7 4.0
No Effect On My ROI 21 12.0
Small Positive Increase On My ROI 36 20.6
Moderate Positive Increase On My ROI 52 29.7
Large Positive Increase On My ROl 23 13.1
D on't Know- 36 20.6
Total 175 100.0
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Company Information 
Table 17 lists the top five prim ary businesses o f  the respondents. The respondents 
were directed to select only one prim ary answer even if  their business encompassed more 
than one product or service. The m ajority o f  respondents fell into five categories 
embodying nearly 50% o f the total response.
The top five categories included photography at 15.5%. banquet facilities at 11%. 
entertainment at 8.5%. hotels at 7% and videography at 6.0%. Therefore, one can deduce 
that 46.5% of wedding exhibitors are comprised o f photography agencies and individuals, 
banquet facilities, entertainment com panies and individuals, hotels and videographers and 
this pattern of exhibitors can be seen at wedding shows across the country. Appendix G 
provides a complete listing o f all thirty-two primary business category results with their 
corresponding frequencies and percents.
Table 17 
Primary Business
W edding Business Frequency Percent (%)
Photography 31 15.5
Banquet Facility 22 11.0
Entertainment 17 8.5
Hotels 14 7.0
Videography 12 6.0
Other 104 52.0
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Respondents were asked to identify’ their annual sales revenues. Six categories 
were offered each w ith a dollar amount range to satisfy all responses. Close to half 
(41.7%) o f  the wedding vendor respondents indicated that their annual sales were 
$100,000 and under. At 22.5%. the second highest rank, were businesses producing over 
one million dollars a year. The two highest ranked percentages where at opposite ends o f  
the annual sales revenue spectrum. Table 18 identifies the categories and the specific 
responses including frequencies and valid percents.
Table 18
.Annual Sales Revenues
Sales Range Frequency Percent (%)
S 100.000 and under 78 41.7
$101 ,000-250 .000 29 15.5
$ 251 ,000-500 .00 17 9.1
$501 ,000-750 .000 10 5.3
$ 7 5 1 ,0 0 0 - 1.000.000 11 5.9
$1,000,001 + 42 22.5
Total 187 100.0
The area and capacity in which business was conducted was the next area o f  
interest. Respondents had the opportunity to select from four locations. The majority o f  
the responses, at 82.9%, stated that most wedding related companies were either local or 
regional. Table 19 illustrates the findings using frequencies and valid percents. Local
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companies consisted o f  62.3% o f the responses while regional companies attributed to 
20.6% the responses.
Table 19
Business Capacities
Area o f  Business Frequency Percent (%)
Local 124 62.3
Regional 41 20.6
National 20 10.1
International 14 7.0
Total 199 100.0
The country in which the business was located was identified next. The 
respondent was given three choices. Table 20 highlights the findings via frequencies and 
valid percents. 99% o f  all businesses surveyed are from the United States.
Table 20
Business Location by Country
Country Frequency Percent (%)
USA 195 99.0
Canada 2 1.0
Total 197 100.0
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The location o f the company or the com pany 's headquarters via state or Province 
was determined. The respondent had the flexibility to answer any state or province in an 
open text frame. Table 21 summarizes all the responses via frequencies and valid 
percents based on rank. Nevada ranked highest in responses with 17.1%. Massachusetts 
ranked second at 15.5% and Maryland third w ith 15.0%. The respondents o f  the survey 
are nationwide including the east coast, west coast, central and mountain territories.
Table 21
Business Location by State
State or Province o f Company Frequency Percent (%)
Nevada 33 17.1
Massachusetts 30 15.5
Maryland 29 15.0
Minnesota 27 14.0
Virginia 24 12.4
California 23 11.9
Ohio 14 7.3
Pennsylvania 3 1.6
New York T 1.0
Texas 2 1.0
Utah 1 .5
District o f Colum bia 1 .5
New Hampshire 1 .0
Florida 1 .5
Illinois 1 .5
Tennessee 1 .0
Total 193 100.0
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Table 22
.Average Company Age
Age In Years
N 196
Mean 18.40
Minimum 1
Maximum 107
Survey respondents were asked to disclose their com pany's age. The mean age o f 
the respondents' companies was 18.4 years. The youngest company was one year old. 
and the oldest. 107 years (Table 22). The average may not be most representative o f 
wedding exhibitors due to the wide scope o f years in business (from one year to 107 
years). Therefore, it is crucial to look instead at the frequencies o f  ages displayed in 
Table 23. The highest frequency belonged to companies that were between the range o f 
one and five years encompassing 29.1%. Respondent's companies between the ages o f 
six to ten years accounted for 18.9%. Companies ten years and younger account for 48% 
o f the wedding exhibitor population. Therefore, one can assume close to half o f the 
exhibiting com panies are less than ten years in age.
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Age of Company Via Frequency
Range o f Ages In Years Frequency Percent (%)
1-5 57 29.1
6-10 37 18.9
11-15 26 13.3
16-20 17 8.8
21-25 15 7.6
26-30 14 6.6
31-35 3 1.5
36-40 8 4.0
41-45 1.0
45-50 4 2.0
50^ 14 7.0
Respondents were asked for their job titles. This question was an open-ended 
question allowing the respondents to list their exact title. Table 24 summarizes and 
categorizes the numerous titles given by management-levels. Frequencies and valid 
percents are utilized. Owner and Board-level positions accounted for 45.5% o f the 
responses, close to half. 33.1% o f the respondents fell into executive level management 
positions. Therefore. 78.6% o f wedding exhibitors either own their businesses or have 
enough control to direct business decisions. Appendix H provides a complete list o f all 
titles given by respondents along with their frequencies and percents.
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Table 24 
Job Titles
Position Level Frequency Percent {%)
Owner / Executive Board 88 45.5
Executive Level Manager 63 33.1
Middle Level Manager 42 21.4
Assistant M anager / Supervisor 2 .01
.Administrative 1 .005
Total 196 100.0
Table 25 ranks the top three specific job  titles located in Appendix H. The top 
two ranked job  titles were OwTier and President, followed by Director. Once can 
speculate that most wedding exhibitors are either small, independent businesses that are 
sole proprietorships with the Owners or President making marketing decisions; or they 
are large, retail style organizations o f national scope, with Directors making decisions. 
When combined, they encompass over 60% o f the wedding exhibitor population.
Table 25
Ranked Job Titles
Exhibitor Job Title Rank
Owner 1
President T
Director 3
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Additional respondent information requested was the number o f  years the 
business exhibiting at the wedding show has been involved in the wedding industry. 
Table 26 describes the mean, the minimum and the maximum years involved in the 
industry. Table 27 describes the number o f  years involved via frequencies and v alid 
percents for a range o f time periods.
Table 26
Average Number o f Years in Wedding Industry
Age In Years
N 192
Mean 12.1
Minimum 1
Maximum 95
The mean number of years the wedding businesses were involved in the wedding 
industry was 12.1 years. The minimum number o f  years was one and the maximum 
number o f  years was 95 years. 37.5% o f the wedding companies have been involved in 
the wedding industry no more than five years. The companies maintaining a profile in 
the wedding industry for six to eleven years are accountable for 25% o f the responses. 
Lastly, companies in the wedding industry for eleven to fifteen years account for 11.4% 
o f  the responses.
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Table 27
Number o f Years in Wedding Industry Via Frequency
Range o f Years Frequency Percent (%)
1-5 72 37.5
6-10 48 25.0
11-15 T) 11.4
16-20 18 9.3
21-25 11 5.7
26-30 5 2.6
31-35 3 1.5
36-40 5 2.5
41-45 1 .5
45-50 4 2.1
50+ 3 1.5
Every business in the wedding industry deals with wedding couples. The 
respondents were asked to divulge the average number o f wedding couples they work 
with on an annual basis. Table 28 describes the mean, the minimum and the maximum 
number o f  wedding couples dealt with annually. Table 29 illustrates the frequencies and 
valid percents associated with a given range o f couples. The results stated that wedding 
vendors deal with an average o f  271.14 (the mean) wedding couples annually. The 
minimum number o f couples annually was 0 and the maximum number 17.389. This 
high maximum number is most likely the representation o f  a large retail/registry outlet. 
Table 29 displays the range with the highest frequency. That range is in-between one and 
250 couples and accounts for 89.5% o f  the responses.
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Table 28
Average Number o f Wedding Couples Annually
Couples .Annually
N 147
Mean 271.14
Minimum 0
Maximum 17.389
Table 29
Number o f Wedding Couples Annually Via Frequency
Range of Couples Frequency Percent (%)
1-250 131 89.5
251-500 9 6.1
501-750 2 1.4
751-1000 -> 1.4
1001 + 3 2.1
This information is o f  value as it can eventually be used to help determine 
business-specific ROI measurement tools. For example, let us say on average, 
independently owned and operated photography studios need five wedding couple 
bookings from a wedding show in order to produce positive wedding show ROI (this is
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their ROI objective and measurement tool). If the wedding show producer had a standard 
guide that dictated photographers on average handle twenty wedding couples per year, 
the wedding show producer can ascertain the photographer needs to generate 25% o f 
their annual business from the show. This would be a clear indication of what show 
results exhibitors expect the show producers to generate, hence their accountability 
parameters.
This benchmark can also help the wedding exhibitor alike. Knowing the specific- 
business measurement tools that produce positive wedding show ROl. will in turn 
provide benchmarks and accountability factors for their [vendor] businesses and actions.
Table 30 ranks the most frequented individual answers. The most responded 
answer was 100 wedding couples per year followed by a two-way tie o f 30 couples and 
20 couples, respectively. Ranked third was 50 couples per year. Knowing how each 
primary business ranked the responses would be very useful but is beyond the scope o f  
this studv.
Table 30
Ranked Number o f Wedding Couples Annually
Num ber o f Couples Rank
100 1
30 2-Way Tie
20 2-Way Tie
50 3
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The respondents were asked about industry association membership. Four 
associations were given along with an "other" category. The respondents were invited to 
select more than one option hence totaling the percentages was not necessary (Table 31 ).
According to the results, 9.8% belonged to NACE (National Association o f 
Catering Executives). 6.0% belonged to ABC (Association o f Bridal Consultants). 4.9% 
were members o f  ISES (International Special Event Society), and 4.9% were members of 
MPI (Meeting Professionals International). The results also explained that 39.3% o f  the 
respondents belonged to other professional associations not listed, while 45.9%  did not 
belong to an association. Therefore, it can be assumed over half (54.1%) o f  the wedding 
exhibitors belong to professional associations, wedding related or not. This information 
can aid show producers in targeting their exhibitor market more effectively.
The "other" category was comprised o f  thirty-five additional associations, most 
listed by their acronym leaving the researchers unable to decipher the association names. 
WPPI (Wedding and Portrait Photographers International). WE VA (W edding and Event 
Videographers Association). TCBA (Twin City Bridal Association) and PPA 
(Professional Photographers o f America) were mentioned at least five times under the 
"other" category and were worth mentioning due to their higher frequency over the 
others.
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Table 31
Industry Association Participation
Associations Frequency Percent (%)
NACE 18 9.8
ISES 9 4.9
MPI 9 4.9
ABC 11 6.0
Other 72 39.3
Do Not Belong 84 45.9
Respondent Opinions 
Respondents were asked to explain how wedding exposition companies can assist 
in increasing wedding show ROI. This area was comprised o f  one open-ended question, 
allowing the respondents to freely script answers they felt necessary. The open-ended 
responses are located in Appendix F. The answers are listed verbatim.
Lastly, respondents were asked to reveal what they consider fair market value for 
a standard exhibitor booth at a national show, a regional show and local show. The 
question was open-ended. Table 32 describes the number o f respondents for each 
category, the minimum and maximum values given, and the mean for each show. The 
number o f  respondents varies for each show from 99 for a national show, to 126 for a 
regional show to 169 for a local show . National shows had a higher minimum fair 
market value at $200. than did the regional show at $150. and the local show at $50. 
Additionally, the national show had a  higher maximum fair market value at $5000 versus 
the local show at $2000 and the regional show at $1800. The mean for a national show
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was $912.58. the highest mean. The mean for a regional show was $679.92 and the mean 
for a local show was $533.49.
Table 32
Fair Market Value by Show Category
Booth Value N Minimum Maximum Mean
National Show 99 $200.00 $5,000.00 $912.58
Regional Show- 126 $150.00 $1,800.00 $679.92
Local Show 169 $50.00 $2,000.00 $533.49
This knowledge is crucial as it can have serious influences on wedding show ROI. 
The costs associated with the wedding show need to be known and understood in order to 
compare them with the revenues generated from the show. This is the basic foundation 
o f wedding show ROI. It can be assumed that since most wedding exhibitors measure 
ROI (82.5%). they have a predetermined value for exposition space that will produce 
positive ROI. The averages can be utilized as wedding exhibitor's predetermined show 
values that will possibly produce positive wedding show ROI.
Standard Wedding Exhibitor Profile 
To address the research questions that were proposed earlier, the data must be 
organized in such a manner, that it imveils clear, concise answers. The first research 
question addressed the profile o f  a typical wedding exhibitor. Table 33 summarizes a 
simplistic profile o f  a wedding industry exhibitor exhibiting at a wedding exposition.
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Included in the profile are: who attends, what they are exhibiting, why they are 
exhibiting, what their annual sales revenues are. job  titles, the average age o f  the 
com pany, the product / service life cycle position, the market positioning via price and 
clientele level, the average number o f  wedding couples handled aimually. industry 
association involvement, and what they consider fair market value for wedding 
exhibiting.
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Table 33
Wedding Exhibitor Profile Summary
46.5% o f exhibitors fall into five primary business categories; photography, banquet 
facility, entertainment, hotel and videography.
Most exhibitors will exhibit products and serv ices relating to banquet facilities, 
photography, videography. wedding and event consulting and favors.
The main reasons for exhibiting and the foundation set for ROl objectives are to 
generate qualified leads, increase exposure and reach the intended target market. 
41.7% have annual sales under $100.000.
78.6% own their businesses or have enough control to direct all major business 
decisions.
50% o f the wedding exhibitor population have com panies ten years and younger o f 
which 30% are five years and younger.
76.1% o f all companies exhibiting at wedding expositions are in the growth stage o f 
their product / service life cycle.
Exhibitor prices for their products and services are categorized as middle and upper- 
middle pricing.
Exhibitor clientele are categorized as upper-middle and middle markets.
Wedding exhibitors on average handle approximately 100 wedding couples per year. 
54.1% o f wedding exhibitors belong to a professional association.
Wedding exhibitor fair market value for wedding show booth space is $913.00 for a 
national show. $680.00 for a regional show and $533.00 for a local show.
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Interestingly, the profile shows that the top ranked exhibitor's primary business 
and the top ranked products and services exhibited, are not parallel. This is further 
displayed in Table 34.
Table 34
Comparison o f  Exhibits and Primary Business
Products and Services Exhibited Primary Business
Rank Rank
Banquet Facility 1 Photography 1
Photography 2 Banquet Facility
Videography 3 Entertainment 3
Wedding and Event Consulting 4 Hotels 4
Favors 5 Videography 5
Additionally, the exhibitor profile reveals the top three reasons why wedding 
exhibitors exhibit. It is interesting to point out the top three reasons have an indirect 
impact on wedding show ROl. Sales, bookings and orders, which directly impact 
wedding show ROI. were not ranked within the top three.
Another wedding exhibitor characteristic worth examining is current market 
position via pricing strategy and target market. The market position o f  a wedding vendor 
is what the wedding client perceives them to be. A wedding exhibitor can influence this 
perception through marketing mix activities. Therefore, understanding who wedding 
exhibitor's clientele are (their target market) and what pricing levels they have set can
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determine whether or not promotional activities within their marketing mix like, wedding 
expositions, actually work, therefore producing positive wedding show ROI.
It is interesting to point out that the first ranked pricing level and the first ranked 
clientele level do not match. The first ranked pricing level is middle-based and the first 
ranked clientele level is upper-middle based. One would assume they would have the 
same standing.
Validation o f  ROI and ROO Measurement 
The second research question sought to understand if  wedding vendors measured 
their wedding exposition ROI. An overwhelming 82.5% (Table 5) o f the 189 responses 
noted that they did indeed measure trade show ROI. It was an assumption that many 
wedding exhibitors did measure ROI due to the fact that many o f  the businesses that 
exhibit are small businesses that experience serious financial downfalls should a WTong 
exhibiting decision be made. Table 35 proves this point through cross tabulating 
respondents that measure ROI and annual sales revenues.
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r th e r  reproduction  prohibited without perm iss ion .
66
Table 35
ROI Measurers and Annual Company Sales
Annual Sales Measure ROI in %
$ 100.000 and under 38.3
$101 ,000-250 .000 12.0
$251 ,000-500 .000 8.0
$501 ,000-750 .000 4.6
$ 75 1 ,0 0 0 - 1.000.000 2.9
$1,000,001 + 16.0
Businesses with annual revenues o f $100,000 and under measure ROI more than 
any other annual sales classification. It can be assumed that wedding exhibitors with 
annual sales o f  $ 100.000 or less scrutinize trade show exhibiting far more than wedding 
exhibitors with companies that generate more than $ 100.000 in annual revenues.
This research question also addressed if wedding exhibitors measured ROO in 
addition to ROI. 68.1% (Table 8) o f  the respondents stated that they did indeed measure 
ROO s. Since ROO s do not have such a direct financial impact on the bottom line like 
ROI variables do. their measurement may not be as im portant to wedding exhibitors. 
R O O 's are more complicated to measure as well as most are intangible and are 
"attitudinal or cognitive effects” (Gopalakrishna, Lilien. W illiams and Sequeira. 1995. p. 
75).
Nonetheless, it is the wedding company with armual sales up to $100,000 that 
measure ROO's most frequently as seen in Table 36. 41.1%  that measure R O O 's had
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smaller operations scrutinize costs intensely.
Table 36
ROO M easurers and Annual Company Sales
Annual Sales Measure ROO in %
S i00.000 and under 41,1
SlO l.OO O -250.000 14.3
S 2 5 1 .0 0 0 -500.000 8.9
S501 .000- 750.000 4.5
$751 ,000- 1.000.000 5.4
$1,000,001 + 25.9
W edding Exhibitor ROI and ROO Variables and Importance Levels 
The third research question addressed uncovering specific wedding exhibiting 
ROI and ROO variables that are in use by show participants today. The findings are 
presented based on the significant value wedding exhibitors assigned to each variable. 
Table 37 summarizes the top three ranked ROI and ROO variables.
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Table 37
Importance Levels of Exhibitor ROI and ROO
ROI Variables Mean S. D.
Generate Qualified Leads 4.48 .85
Exposure 4.36 .88
Reach Target Market 4.33 .96
ROO Variables Mean S. D.
Quality o f Attendees 4.64 .56
Booth Traffic 4.56 .64
Booth Location 4.41 .80
The top three ranked ROI and ROO variables can be utilized as the bases for 
exhibitor ROI and ROO show expectation levels. The criteria can be used by wedding 
show producers to uncover exhibitors' specific requests in regard to each variable (e.g.. 
what booth location do they expect and need that can assist in producing positive ROI). 
Uncovering this information not only establishes exhibitor expectations, it establishes 
accountability parameters as well (i.e., what the wedding exposition companies can and 
cannot produce).
.Additionally, the factor analysis findings suggest that wedding exhibitors base 
their ROI and ROO variables and strategies on the following five categories; leads and 
sales, show management, attendees, exposure and exhibitors. This is most certainly true
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as the top three variables for ROI and ROO can be found in four out o f the five categories 
listed in Table 38.
Table 38
Factor Analysis Categories and Top Ranked ROI and RO O  Variables
ROI and ROO Variables Factor .Analysis
Category
Generate Qualified Leads Sales and Leads
Exposure Exposure
Reach Target Market Show Management
Quality o f Attendees Show Management
Booth Traffic .Attendees
Booth Location Show Management
Interestingly, show management accounts for three out o f si.x variables o f  
importance. Defining each o f  the five categories in-depth, including subsets and their 
corresponding activities, is beyond the scope o f  this study but is nonetheless an im portant 
area to consider.
Wedding Exhibitor ROI Measurement Tools and Time Usage 
The fourth research question addressed how  w edding exhibitors measure wedding 
exposition ROI. In-depth interviews were conducted and seven measurement tools that 
wedding exhibitors utilized were determined. The seven measurement tools were 
number o f inquiries, number o f  leads generated, num ber o f  qualified leads generated.
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num ber o f  leads that turn into bookings, number o f  bookings, total sales revenues from 
show, and number o f orders. An "other" category- was provided but no responses were 
submitted. This research study went one step further to determine what percent o f  the 
respondents utilized each specific measurement tool overall and by primary business. 
This was conducted by first utilizing standard frequencies o f each measurement tool 
(Table 6) to determine rank order, then, by utilizing a cross tabulation o f  primary 
business and ROI measurement tools. Table 39 ranks the overall usage o f  the seven 
measurement tools where one is the most used, and seven, the least used.
Table 39
Ranked ROI Measurement Tools
M easurement Tool Rank
N um ber o f  Bookings I
Number o f  Leads that Turn into Bookings 1
Total Sales Revenues from Show 3
Number o f  Qualified Leads Generated 4
Num ber o f Leads Generated 5
N um ber o f  Inquiries 6
Num ber o f  Order 7
Table 40 illustrates the wedding exhibitor's primary business and the 
measurement tool most frequently used to measure ROI. It is important to note that many
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o f the exhibitors utilize more than one ROI measurement tool hence the ability to put 
equal emphasis on more than one ROI measurement tool.
The results o f this research question indicate that each separate business that 
exhibits within the wedding exposition world has their own method and /or tool (s) for 
measuring ROI. Even though all business are linked by one industry (the wedding 
industry), alone, it is not enough to standardize one ROI measurement tool for all 
exhibitors. Specific-business research needs to be conducted in order to statistically 
determine exactly what each primary business uses to measure wedding show ROI.
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Table 40
Prim an Business and ROI Measurement Tools
Continued
Primary Business ROI Measurement Tool
Banquet Facility Number o f  Bookings
Beauty Services Total Sales Revenues from Show
Bridal Accessories Number o f  Leads that Turn to 
Bookings
Cakes & Sweets Number o f  Leads that Turn to 
Bookings
Calligraphy 4-Way Tie: Number o f Inquiries, 
Number o f  Qualified Leads Generated. 
Number o f  Leads that Turn to 
Bookings. Number o f  Orders
Catering -O ff  Premise 3-Way Tie: Number of Leads that Tum to 
Bookings. Number of Bookings. Total Sales 
Revenues from Show
Destination Weddings No Replies
Entertainment Number o f Bookings
Favors Number o f Leads that Tum  to 
Bookings
Financial & Insurance Serv ices Number o f Leads that Tum  to 
Bookings
Florists Number o f  Leads that Tum  to 
Bookings
Floral Preservation Number o f Orders
Formal Wear Number o f Bookings
Gowns & Dresses Number o f Inquiries
Home Furnishing Number o f Bookings
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r th e r  reproduction  prohibited without perm iss ion .
73
Table 40 Continued 
Primary Business and ROI Measurement Tools
Primary Business ROI Measurement Tool
Hotels Number of Bookings
Internet Services No Replies
Invitations Number o f Leads that T um  to 
Bookings
Party Rentals Total Sales Revenues from Show
Photography Number of Bookings
Poetry No Replies
Publication Number of Leads Generated
Real Estate Total Sales Revenues from Show
Registry 2-Way Tie: Number o f  Qualified 
Leads Generated. Number o f  Leads 
that Tum to Bookings
Restaurant Number of Bookings
Transportation 2-Way Tie: Number o f  Bookings. 
Total Sales Revenues from Show
Travel Agency Total Sales Revenues from Show
Videography Number of Leads that Tum  to 
Bookings
Wedding Décor Number of Bookings
Wedding and Event Consulting 2-Way Tie: Number o f  Leads that 
Tum to Bookings. Num ber o f  
Bookings
Yachts & Charters No Replies
Other 2-Way Tie: Number o f  Inquiries. 
Number of Qualified Leads Generated
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With different measurement tools in use. the question becomes is there a standard 
amount o f  time after a wedding exposition terminates, that wedding exhibitors measure 
their ROI. The respondents were given five choices which ranged from 0 months to 13- 
months after a wedding show. Table 41 ranks the answers by the amount o f responses 
given for each time frame.
Table 41
ROI Measurement Time Frame Ranked
Time Frame Rank
13+mos. 1
11-13 mos.
4-6 mos. 3
7-10 mos. 4
0-3 mos. 5
Eleven months onward post-wedding exposition is not only ranked first and 
second, it accounts for close to 60%  (Table 7) o f the wedding exhibitor population 
opinion. One can conclude over half the respondents surveyed continue to measure their 
wedding exposition ROI well after one year o f a wedding show taking place.
This research study went one step further to determine the specific time frame o f 
measurement used by each primary business. This was done by cross tabulating primary 
business with time frame for measuring ROI. Table 42 presents the results.
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Primary Business and ROI Measurement Time Frame
Continued
Primary Business ROI Measurement Time Frame
Banquet Facility 0-3 mos.
Beauty Serv ices 2-Way Tie: 11-13 mos. & 13- mos.
Bridal Accessories 13+ mos.
Cakes & Sweets 13+ mos.
Calligraphy 13-1- mos.
Catering -O ff  Premise 13+ mos.
Destination Weddings No Replies
Entertainment 2-Way Tie; 4-6 mos. & 13-*- mos.
Favors 3-Way Tie: 
13+ mos.
7-10 mos.. 11-13 mos. &
Financial & Insurance Services 11-13 mos.
Florists 11-13 mos.
Floral Preser\ ation 13+ mos.
Formal Wear 2-Way Tie: 11-13 mos. & 13-  ^ mos.
Gowns & Dresses 13+ mos.
Home Furnishing 2-Way Tie: 11-13 mos. & 13+ mos.
Hotels 13-  ^mos.
Internet Serv ices 13-1- mos.
Invitations 11-13 mos.
Party Rentals 0-3 mos.
Photography 4-6 mos.
Poetry No Replies
Publication 2-Way Tie: 0-3 mos. & 7-10 mos.
Real Estate 13+ mos.
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Table 42 Continued 
Primarv Business and ROI Measurement Time Frame
Primary Business ROI Measurement Time Frame
Registry 13+ mos.
Restaurant 2-Way Tie: 4-6 mos. & 7 - 1 0  mos.
Transportation 13+ mos.
Travel Agency 13+ mos.
Videography 13+ mos.
Wedding Décor 2-Way Tie: 7-10 mos. & 11-13 mos.
Wedding and Event Consulting 11-13 mos.
Yachts & Charters No Replies
Other 4-6 mos.
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As shown, there are primary businesses that put the same emphasis on two 
different time frames. Generally these time frames are back-to-back (0-3 mos. and 4-6 
mos.) but there are few instances where there is a gap in the ROI measurement time 
frame that is not a back-to-back time measurement. The logical explanation could be the 
fact that many o f  these primary businesses exhibit more than one product or service 
hence one may conclude that ROI measurement time frames are based on individual 
products and services. Wedding exhibitors may associate a specific ROI measurement 
time frame for each product or service exhibited at the show.
This research also looked at the time frames associated with each specific 
measurement tool. This was revealed by cross tabulating each specific measurement tool 
with how long ROI is measured post-wedding exposition. Table 43 showcases the 
results.
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Table 43
ROI Measurement Time Frame and ROI Measurement Tools
Time Frame for Measuring ROI
ROI
Measurement
0 - 3
Mos.
4 - 6
Mos.
7 - 1 0
Mos.
1 1 - 1 3
Mos.
13 -  
Mos.
Tools
Number of 
Inquires
15.4% 44.4% 23.1% 26.8% 50.0%
Number of Leads 
Generated 30.8%
51.9% 26.9% 26.8% 42.3%
Number of 
Qualified Leads 
Generated
15.4% 51.9% 30.8% 36.6% 42.6%
Number of Leads 
that Tum Into 
Bookings
Number of 
Bookings
30.8% 63.0% 50.0% 68.3% 71.2%
30.8% 59.3% 76.9% 63.4% 69.2%
Total Sales 
Revenues From 
Show
30.8% 44.4% 30.8% 517% 615%
Number o f Orders 7.7% 11.1% 15.4% 24.4% 25.0%
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According to the results in Table 43. within the first three months post wedding 
exposition, exhibitors are using many measurement tools from number o f leads 
generated, to number o f  leads that tum into bookings, to number o f bookings, to 
measurement o f  total sales revenues. Four to six months post wedding expositions, 
exhibitors are utilizing the number of leads that tum  into bookings as their first ranked 
ROI measurement tool. The number o f bookings is the most used ROI measurement tool 
seven to ten months post wedding exposition. The number o f leads that tum into 
bookings is the first ranked measurement tool between eleven and thirteen months post 
wedding exposition. Lastly, the number o f  leads that tum  into bookings again is top 
choice o f wedding exhibitors thirteen plus months post wedding exposition. Therefore, 
four out of the five time frames, the number o f leads that tum into bookings, is the 
measurement tool o f  choice. It would be important to ultimately discover, per primary 
business, what the specific number o f leads that tum into bookings are. If this 
information is uncovered, both wedding vendors and wedding show producers will be 
able to maximize their marketing activities. The wedding vendor will hold themselves 
and the wedding show producer accountable for that number and the wedding show 
producer will hold the wedding vendor accountable for assisting in the production o f 
positive ROI.
Pre / Post Wedding Show Marketing Activities and Corresponding ROI Affects 
It is critical to understand an exhibitors marketing mix and market position.
There are many marketing influences that affect trade show ROI. Uncovering and
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summarizing these influences for the first time can assist in the understanding o f  basic 
wedding show ROI practices.
A com pany's marketing mix includes the product or service being sold, the price, 
the placement and the promotion. The promotional mix includes advertising, sales 
promotions, packaging, personal sales and public relations (J. Bowen, personal 
communication. January 20. 2000). This study did not uncover all o f the above 
information, but did uncover the wedding show exhibitor's pre and post-wedding show 
promotion activities and the positive affects they had on wedding show ROI.
Table 44 shows the top five ranked marketing activities conducted by wedding 
exhibitors pre-wedding expositions and Table 45. post-wedding expositions.
Table 44
Ranked Pre-W edding Show Marketing Activities
Marketing Activity Top 5 Ranked Frequency Percent (%)
Wedding M agazine Ad -  Local 98 53.6
Yellow Pages Listing 87 47.5
Personal Selling 73 39.9
Yellow Pages Advertisement 65 35.9
Internet Ad 54 29.5
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r th e r  reproduction  prohibited without perm iss ion .
81
Table 45
Ranked Post-Wedding Show Marketing Activities
Marketing Activity Top 5 Ranked Frequency Percent (%)
Direct Mail 91 49.7
Personal Selling 90 49.2
Wedding Magazine Ad -  Local 83 45.4
Yellow Pages Listing 75 41.0
\'ellow  Pages Advertisement 57 31.1
Wedding exhibitors ranked local wedding magazine advertisements, yellow pages 
listings and personal selling as the top three pre-wedding exposition-marketing activities. 
Alternatively, wedding exhibitors ranked direct mail, personal selling and local wedding 
magazine ads as the top three post-wedding exposition marketing activities. Topped 
ranked local wedding magazine ads (pre-wedding exposition) may be prominent due to 
wedding exhibition company involvement. Many show producers not only produce 
wedding shows, they publish local wedding magazines too. Generally, cost-saving 
incentives are used in attracting wedding vendor participation in both.
Additionally, this may hold true for the first ranked post-wedding advertising 
activity, direct mail. Wedding show producers generally distribute an attendee list 
including mailing address labels post-wedding expositions. Most times, wedding 
exhibitors utilize the lists for direct mail purposes as validated by the number one 
ranking. Providing incentives and pre-printed attendee lists influence exhibitors
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marketing activities. Understanding if  the influences o f  additional marketing activities 
impact ROI in a positive maimer needs to be addressed.
The wedding industry^ is quite unsophisticated when comparing marketing 
knowledge and activities with other leading organizations. Once again this is mainly due 
to the large makeup o f  independent, small organizations with limited budgets. Wedding 
companies do not have marketing departments researching, tracking and analyzing the 
results o f marketing decisions. Additionally, most wedding organization owners have a 
small breath of marketing comprehension that leads to uneducated decisions. One can 
speculate that most wedding vendors do not associate pre and post-wedding exposition 
marketing activities as activities that can assist in generating positive wedding show ROI. 
Instead, they place more emphasis on the wedding show producer to provide the positive 
wedding show ROI results.
To lessen the accountability exhibitors place on wedding show producers. Table 
46 and Table 47 list proven marketing activities pre and post-wedding exposition, that 
when coupled with wedding expositions, have a direct positive impact on wedding show 
ROI.
Table 46 is a ranking o f  the cross tabulation o f marketing activities pre-wedding 
exposition and the overall positive effect they had on wedding show ROI. The marketing 
activities that did not provide a positive ROI outcome for at least thirty respondents, were 
not listed.
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Pre-Wedding Show Marketing Activities Producing Positive ROI Rank
Small Moderate Large
Marketing Activity Positive Positive Positive
Pre-Show Effect Effect Effect Total Rank
(%) (%) (%1 (%&)
Local Wedding Magazine Ad 11.9% 17.3% 6.0% 32.5% 1
Yellow Pages Listing 8.3% 14.3% 5.4% 28.0% -»
Personal Selling 7.1% 13.7% 6 J to 27.3% 3
Internet Ad 7.1T4 10.1% 6.5% 23.7% 4
Yellow Pages Advertisement 72% 31.3% 4.8% 21.0% 5
Direct Mail 8.9% 72%4 3.0% 19.0% 6
Regional Wedding Magazine
Ad 5.4% 92^0 2.4% 17.3% 7
Table 47 displays all marketing activities that assist in providing positive wedding 
show ROI post-wedding exposition. They are in ranked order. Once again, marketing 
activities that did not provide assistance in generating positive ROI for at least thirty 
respondents were not listed.
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Table 47
Post-Wedding Show Marketing Activities Producing Positive ROI Rank
Small Moderate Large
Marketing Activity Positive Positive Positive
Post-Show Effect Effect Effect Total Rank
(%) (%) f%) (%)
Direct Mail 11.9% 16.1% 7.7% 35 2 % I
Personal Selling 8.9% 16.7% 10.1% 35.7% 1
Local Wedding M agazine 11.9% 12.5% 6.0% 30.4% 3
Yellow Pages Listing 7.7% 12.5% 3.6% 23.8% 4
Internet Ad 6.5% 8.3% 5.4% 20.2% 5
Yellow Pages Advertisement 6.5% T6% 18.4% 6
Regional Wedding M agazine
Ad 5.4% 8.3% 4.2% 17.9«/o 7
It is interesting to note the same top ranked marketing activities that positively 
enhanced ROI results can be seen in both pre and post-wedding marketing activities. The 
ranking o f the activities differ slightly, but the same seven appeared.
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Summary
The information gathered from the survey generates the first data o f  its kind. It 
not only offers insight into wedding exhibitor ROI practices, it includes ROI 
measurement tools and ROI measurement time frames. This information offers insight 
into other areas that can have an impact on ROI such as market positions an^marketing 
activities pre / post wedding exposition. This information also generates wedding 
exhibitor characteristics including company demographics. Lastly, exhibitor success 
factors, exhibitor failure factors, and activities that show producers can focus on to 
increase exhibitor ROI are all revealed.
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CHAPTER FIVE 
CONCLUSIONS AND RECOMMENDATIONS 
Introduction
The major purpose o f  this study was to create a wedding exhibitor profile 
including ROI practices. Chapter One detailed five research questions that addressed this 
information. Chapter Two introduced many reasons why obtaining exhibitor information 
is necessary. Chapter Three presented the methodology and guidelines used to gather the 
data necessary to answer the five research questions. Chapter Four detailed the actual 
study results. This fifth and final chapter draws conclusions from the data and presents 
some considerations and direction for wedding exhibitors and wedding show producers.
Wedding Exhibitor Characteristics and Corresponding Considerations
Understanding who exhibitors are and what they think, feel and believe in 
benefits wedding show producers if  used correctly. The wedding exhibitor profile is just 
the beginning. The results produced many interesting areas o f  consideration.
After reviewing the unparalleled differences between products and services 
exhibited and the primary businesses o f companies exhibiting (Table 34). it can be 
inferred that wedding exhibitors may sell and promote more than one product or service 
at a time. It can also be inferred that exhibitors might be involved in horizontal or
86
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vertical cross-promotional activities with similar companies or companies whose 
products/services enhance those being exhibited.
Wedding show producers need to understand the promotional intent o f  their 
exhibitors. There might lie within new revenue charmels such as untapped businesses 
interested in the wedding industry, booth sharing or creative and non-typical show  floor 
plans or "specialty sections" geared towards cross-promoting companies. These 
"specialty sections" could allow  companies to cross-promote each other whether they 
chose to cross-promote w ith  a company o f  sim ilar nature or a company whose 
products/services enhances theirs.
As the results suggested, most wedding exhibiting companies generate less than 
SI 00.000.00 per year in sales revenues not leaving much for the marketing budget. One 
o f  the benefits o f cross prom oting is the shared expense o f advertising. If  w edding show 
producers get creative and offer new solutions that are more cost effective for the small 
business, they might find themselves with a higher number o f wedding exhibitors (o f 
which are achieving positive wedding show ROI) and higher annual sales revenues.
Secondly, the exhibitor profile highlighted the fact that the top three ranked 
reasons for exhibiting (our ROI objectives) all had an indirect impact on wedding show 
ROI. For example, the top reason for exhibiting is generating qualified leads. It requires 
another element to create a direct impact. That element is the participation o f  the 
exhibitor. A qualified lead needs a sales person to follow-up with the interested client. A 
qualified lead will not generate direct revenue unless the exhibitor partakes in the sales 
process. Therefore, one can  speculate that wedding exhibitors do not hold the wedding 
show producers 100% accountable and responsible for producing positive ROI. It seems
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wedding exhibitors understand in order to achieve positive ROI. both show producers and 
exhibitors need to take an active role in doing so. The question still remains however, 
how much accountability and responsibility are the exhibitors willing to accept in order 
produce successful wedding show ROI and how much accountability and responsibility 
do they expect from the wedding show producers?
Another interesting wedding profile consideration has to do with the size o f the 
exhibitor's company. The majority of wedding exhibitors are made up o f small 
businesses. According to the results o f the annual company sales (Table 18). 41.7% of 
the respondents had annual sales revenues up to S I00.000. The next largest segment 
(22.5%) fell within companies who achieved annual sales over one million dollars. The 
remaining companies (36%) fell into four other categories between the two dichotomous 
ends.
A comparison o f  the two dichotomous ends may be in order. It is unclear why the 
majority (over 64%) o f  wedding exhibiting companies are found with such opposing 
sales revenue figures. Are most o f  the companies with sales revenues up to $ 100.000.00. 
part-time businesses? Or are they full-time companies with limited expenses producing 
acceptable net income levels to satisfy its only employee? Do these opposing wedding 
exhibiting companies have the same ROI strategies and needs? Further research in this 
area would provide solid answers to many unanswered, related questions.
Lastly, the exhibitor profile addresses the fact that the first ranked pricing level 
for exhibitor's products and services and the first ranked clientele level (or target market) 
do not match. One would assume they would have the same standing, one where price 
and target market are in sync.
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This might be attributed to the possibility o f wedding vendors selling more than 
one product or service at different rates. It could also mean that wedding exhibitors are 
targeting the upper-middle clientele level even when their pricing structure is set at a 
middle standard. If this is the case, wedding exhibition companies can assist in 
increasing wedding exhibitor ROI by targeting upper-middle level attendees. This point 
can be further validated by reviewing the third ranked ROI exhibiting objective (Table 3). 
reaching target markets. Therefore, wedding show producers should put great emphasis 
on targeting the appropriate attendees.
Wedding Exhibitor ROI Characteristics and Corresponding Considerations
As previously mentioned, the pre and post-wedding show marketing activities that 
assisted in generating positive ROI were found to be the same (Tables 46 and 47). Once 
again, their rank order varied slightly, but the same seven activities appeared. A few 
reasons for this may exist.
First, wedding vendors and show producers may be used to working within a 
routine, one where if  it is not broken, it does not need to be fixed. This premise is OK 
but might be limiting opportunities. For example, most wedding show producers provide 
exhibitors pre-show advertising opportunities, such as an on-line wedding show directory 
and provide post show attendee lists. These lists may be used for direct mail, cold 
calling, or lead follow-up. It has come to be expected as part o f exhibiting. The 
influence o f the wedding show producer is apparent here. Though the show producers' 
activities are assisting in generating positive ROI for their exhibitors, they may be 
limiting additional marketing activities that could enhance positive ROI with greater
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impact. Once again, most wedding vendor companies are small in scope with limited 
manpower allowing for the management o f  one marketing project at a time.
Second, it may be attributed to an industrv o f  wedding \ endors and show 
producers who are unaware o f  how much additional marketing activities can greatly 
impact wedding show ROl in a positive way. If this is the case, both wedding \ endors 
and show producers need to be held accountable for educating each other. Both need to 
be proactive either by hosting educational seminars concerning the topic at hand 
(executed by show producers) or attending these educational seminars (attendance by 
wedding vendors). Lastly, the ranked ROI enhancers may work so well, no changes need 
to be made.
'Mtatever the reason, it is apparent that more research and education surrounding 
this topic needs to be conducted. Taking it one step further by understanding what each 
primarv business considers successful ROl enhancers would be ver\ helpful to both 
exhibitors and show producers alike. Exhibitors can have direction on what additional 
marketing activities assist with producing positive wedding show ROI within their 
specific line o f business. Wedding show producers may embrace the results and consider 
additional marketing mix activities as opportunities to enhance their services for wedding 
exhibitors. Packaging marketing services for wedding vendors maybe a solution that the 
industry is looking for. It would keep costs down for small wedding organizations while 
increase sales for wedding show producers.
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Recommendations for Future Study 
This study uncovered first time information for the wedding industry therefore, a 
number o f research topics are suggested. The results were designed to unco\ er a 
snapshot o f  a  typical wedding vendor in order to better understand w ho they are and wh\ 
they make decisions as they relate to wedding show ROl.
As mentioned previously, to effectively measure trade show RO l. wedding 
organizations must utilize information relevant to their primary businesses including 
similar marketing activities, products, services and sales revenues. This stud\ 
generalized the findings based on the number o f respondents that participated which 
included thirt\ -three primary businesses. More studies need to be conducted by primary 
business w ithin the wedding industry . Focusing a study per primary business will 
generate better statistical results.
Secondly, cross-promotional activities are apparent in the w edding industry , 
particularly with wedding vendors. Defining whether or not cross-promotional activities 
are horizontal, vertical or both can assist wedding exhibition com panies determine 
potential new markets to capture. W edding exhibitors may want to exhibit, but cannot 
afford to solo, therefore the ability to cross-promote by booth sharing may be the key to 
successful exhibiting and successful wedding show ROl.
Thirdly, revealing specific, primary’ business ROl measurement tools (e.g.. a 
photographer averages booking five weddings per wedding show) and creating an 
average can assist both the exposition company and the exhibitor. This information is 
valuable to w edding exposition companies as it sets the foundation for what specific 
exhibitors hold them accountable for. This information is valuable to the wedding
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exhibitor as it gives them an idea o f what similar companies are producing via wedding 
expositions lending a benchmark in which successful ROl can be established.
Fourth, this study generated a basic wedding exhibitor profile. Generating more 
detailed exhibitor profiles, particularly via primary business, will assist wedding 
exhibition companies create a better understanding o f  their target market. Conducting 
exhibitor focus groups via primary businesses may be the best alternative to gather the 
needed data.
Conclusion
In conclusion, the wedding industry is a complex industry comprised o f many 
unrelated businesses that practice many different ROl strategies and activities. This 
industry is ever-changing and therefore needs to be continually analyzed. Wedding show 
producers need to learn as much as they can about wedding exhibitors. Wedding 
exhibitors need to learn as much as they can about wedding show producers.
Additionally, wedding exhibitors need to be informed o f exhibiting practices by similar 
businesses to ensure strategic, educated business decisions. If this knowledge is 
available, wedding exhibitors and wedding show producers can create and maintain a 
harmonious relationship, one that is kind to the bottom-lines o f  both organizations.
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IJNTV
W E D D IN G  S H O W  E X H I B I T O R  S U R V E Y  
Y O U R  I N P U T  IS  m  I M P O R T A N T .
T H A N K  Y O U  IN  A D V A N C E  F O R  Y O U R  S U P P O R T !
S P O N S O R E D  B Y :
BSPi
Bridal Show Producers International
C O N D U C T E D  B Y :
H i i T r i
■iiiM H r. U H aN  c f t i ia i  ar
HumMiaiiuiiNfii
IN F O R M E D  C O N S E N T
I am Tracec Nalewak. graduate student at the College o f  Hotel Administration at the L'nn ersity o f Nevada. 
Las \  egas. 1 would like to invite you to participate in this research project that is looking to uncover your 
opinions about exhibiting at wedding expositions. The survey will take approximately 10 to 15 minutes to 
complete. By participating, you will be adding to the general body o f  knowledge on this subject.
The risks involved in this research are minimal. This survey is anonymous. Your answers will be kept 
completely confidential. All data will be stored in a locked file cabinet in an undisclosed location for at 
least three years after the completion o f  the study. After that, all records w ill be destroyed. The results will 
be analyzed using statistical programs.
If you have any questions please contact me at Tracee rr massaffairs.com or Dr. Curtis Love at the Llk'LV 
College o f  Hotel Administration, Department o f  Convention and Tourism at (702) 895-3334. Should you 
have questions about the rights o f  research subjects, please contact the LTsLV O ffice for the Protection of 
Research Subjects at (702) 895-2794.
Your participation again is strictly voluntary and you may withdraw at any time. By filling out the attached 
questionnaire, you are acknow ledging your understanding o f  the information provided and agree to 
participate in the study.
THANK YOU AGAIN FOR YOUR SUTPORT!
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WEDDING EXPOSITION EXHIBITOR SURVEY
Please answer all questions com pletely and honestly. Thank you for your participation.
I. P R O D U C T S  A N D /O R  S E R V IC E S  E X H IB IT E D  A T  W E D D IN G  E X P O S IT IO N
1. P lease  choose th e  p ro d u c t/se rv  ice lis ted  below th a t  id en tifie s  w ith  th e  
p ro d u c t(s ) /se r\ic e (s )  you  e x h ib ite d , (m a rk  all th a t  a p p ly )
B a n q u et Facility 
J  Beauty Serv ices 
B e verages 
J  B ridal A ccessories 
J  C a k es  &  Sw eets 
J  C allig raphy  
J  C a te rin g  - Ü1Ï P rem ise 
J  D estin a tio n  W eddings 
J  E n te rta inm en t 
O  O th er
O  F av o rs
F in a n c ia l & Insurance 
Serv ices
□  F lo ris t
J  F lo ra l P reserv a tio n  
J  F o rm a l W ear 
^  G o w n s  &  D resses 
'Zl H o m e  F u rn ish in g s
□  H otel
^  In te rn e t Serv ices 
Q  In v ita tio n s 
Q  Party  R en ta ls 
P hotography 
Zi Poetry 
O  P u b lica tio n s 
R eal E state  
Q  R egistry  
Q  R estau ran ts
^  T ransponaiion  
. J  Trav el .Agency 
V'ideography 
J  W edding D ecor 
Q  W eJd in g  Event 
C onsulting  
Q  Y achts &  C harters
II. w  HY EXHIBIT YOUR PRODUCTS AND SERV ICES AT WEDDING 
SHOWS?
1. P lease ra te  the  im p o r ta n c e  level o f  each  given a n sw e r w hen  c o n s id e r in g  the reasons w hy 
vou  ex h ib it.
Not Moderately Very E.xtremely
Important Important Important Important Important
Generate Qualified L e a d s .................
Generate Bookings Current Year . 
Generate Bookings Following Year
E.xposure ................................
Gain Company Creditability 
Remain C om petitive............
Because My Competitor!si are in the
Show ........................................................
Promote Product S erv ice ...................
New Market Position.............................
New Distribution Channel. .
Reach Target Market............
Product Service Showcase
Fashion Show Participation . . .  
Directory Advertising Listing 
Seminar Participation ..............
Internet Links on Show Website . .  .
Attendee L is t s ......................................
Attendee Mailing L ab els...................
Contest Giveaway Participation . . .  
Stay On-Top o f Industry Trends . . . .  
N etw ork in g .............................................
Trade with Exposition Company . . . .  
Other:..........................................................
J  J
J  J
J  J
J  J
J  J
□ ............  □
J ..............  J
J ..............  J
J  □
J  J
J  J
□  □
u ............... u .
□.............
□  □
□ ............... □ .
□ .............□.......
u .............
 □ ............  3
 □  □ -
□□□
□□
□
□
□
□
□□□
□
□
□□□
□
 □ ................. J
J ................. J□ □
Ü  □
J  J
J  □
J  □□ □
J  u
J  □□ □
J  J
□ □ □ □ □ □ 
□ □
U   □□ □ 
□ □ □ □□ □
□ □□ □
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I I I . W H .4T  T Y P E  O F  R E T U R N  ON IN V E S T M E N T  (R O I)  A R E  YOU L O O K IN G  F O R ?
1. T ra d e  Show R e tu rn  on  In v es tm en t (R O I) c an  be d e fin e d  as a 
m ethodo logy  by w h ich  you c o m p a re  the costs o f  a  show  (y o u r  
e x p en d itu re s )  w ith  th e  rev en u e  gen era ted  (y o u r  sa les  fro m  th e  show ) to 
d e te rm in e  th e  v a lu e  o f  th e  show  from  y o u r  fin an c ia l p e rsp e c tiv e . Do you
m easu re  y o u r  w e d d in g  show  R O I ? ................................................................................ j  Yes □  No
( I f y c s  proceed , it 'n o . sk ip  to  questio n  4i
2. How do  you m e a s u re  y o u r  t r a d e  show R O I?  ( m a r k  a ll th a t  app ly )
J  Number o f  Inquiries ^  Number o f  Bookings
U  Number o f  Leads Generated ^  Total Sales Revenues from Show
Number o f  Qualified Leads Generated ^  Number o f  Orders
_j Number o f Leads that Turn into Bookings ^  Other_____________________________
3. How long a f te r  th e  w ed d in g  show  do you c o n tin u e  to  m e a su re  y o u r  R O I?
.J 0 -3 m o s . J 4 - 6 m o s .  _j 7-10 mos. 11-13 ntos. %j 13- mos.
4. R e tu rn  on O b je c tiv e s  (R O O ) is defined as a  w ay to  d e te rm in e  the 
T O T A L  V A L U E  o f  a  sh o w  in c lu d in g  no n -fin an c ia l p e r fo rm a n c e  e lem ents
(like vo lum e o f  a tte n d e e s ) . Do you m easu re  R O O ?  ...............................................  □  Yes □  No
( I f  y es proceed, if  no. sk ip  to questio n  61
5. W h at is th e  im p o r ta n c e  level o f  the  follow ing in d iv id u a l R O O  s?
Not Moderately Very Extremely
Important Important Important Imponant Important
Volume o f Attendees............................. _J
Quality o f Attendees (target market:. J
J
J
J - _l □
J
\  o lu m e  o f  E x h ib i to r s  
Q u a l i tv  o f  E x h i b i t o r s .
J
J
□
□ J -
□□
Flow o f Attendees During Exhibiting
H ou rs......................................................... J
Promotion Activities o f  Wedding
Show Producer ......................................  J
□
J
□
□ □
□
Show Energy Level 
Show Location . . . .
□
J
□
□ □
□
□
□□
Lay out o f Exposition Space 
Booth Location ......................
J
J -
□
□
□
□
□ □
□
Booth T raffic ........................
Increase in Internet Traffic
J
J -
□
□
□
□
U-
□
□
J
Length o f  Show: 1 Day Show . . . .  
Length o f  Show: 2 Day Show . . . .  
Length o f Show : 3 -  Dav Show . . .
□ □
□
□□□
□
□
□
Brand Awareness 
Other:
□
□
□□
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6. In  y o u r  w o rd s , d esc rib e  w h a t m ak es  a  w ed d in g  show a  success fo r  y o u r  com pany?
7. In  y o u r  w o rd s , d esc rib e  w h a t m ak es  a  w ed d in g  show a  fa ilu re  fo r  y o u r  com pany?
IV . A D D IT IO N A L  M A R K E T IN G  A C T IV IT IE S  A N D  IN F O R M A T IO N
1. P lease  c h e c k  th e  scen ario  th at b est d e sc r ib e s  y o u r  co m p a n y 's  c u r r e n t  p osition , (select 
on e)
_ j  Product Serv ice is new with no sales rev enue history
Product Service is experiencing a constant grow th in sales revenues 
Product Serv ice is experiencing slow ing sales revenue grow th 
Product Service is experiencing declining sales revenues
2. How w o u ld  y o u  d escr ib e  y o u r  c lien te le ?  (m a r k  all that ap p ly )
J  High End _j Upper Middle %j Middle J  Lower Middle %j Lower End
3. H ow  w o u ld  y o u  d escrib e y o u r  p r ic in g  stru c tu r e?  (m ark  a ll th a t  a p p ly )
High End Q  Upper Middle Z i Middle ^  Lower Middle ^  Lower End
4. W h ich  o f  the fo llow in g  m a rk etin g  a c t iv itie s  d o  you  u tilize  B E F O R E  a n d  A FT E R  
w ed d in g  sh o w  p artic ip a tion ?  (m a r k  a ll th a t a p p ly ) If you  d o  n ot u se  m a rk etin g  activ ities  
sk ip  to S ec tio n  V .
Wedding Magazine Ad - L o ca l...............................................  □  BEFORE SH O W  □  AFTER SHOW
Wedding Magazine Ad - Regional ........................................  □  BEFORE SH O W  U  AFTER SHOW
Wedding Magazine Ad - National........................................... □  BEFORE SHOW' □ A F T E R  SHOW
Yellow Pages L istin g ..................................................................  □  BEFORE SH O W  □ A F T E R  SHOW'
Yellow Pages Adv ertisement....................................................  □  BEFORE SHOW  □  AFTER SHOW
Direct M a il.....................................................................................  □ B E F O R E  SH O W  □  AFTER SHOW
Newspaper A d .............................................................................. □  BEFORE SHOW  □ A F T E R  SHOW
Radio Ad ........................................................................................ □  BEFORE SHOW' □  AFTER SHOW
Billboard Ad ................................................................................  □  BEFORE SHOW  □  AFTER SHOW
TV Ad - Local C a b le ..................................................................  □  BEFORE SHOW' □  AFTER SHOW
TV Ad - N ation a l.........................................................................  □  BEFORE SH O W  □  AFTER SHOW
Telemarketing ' Cold Calling .................................................. □  BEFORE SH O W  □  AFTER SHOW
Personal S e ll in g ............................................................................ □  BEFORE SH O W  □  AFTER SHOW
Broadcast E-mail □  BEFORE SH O W  □  AFTER SHOW
Broadcast Fax ..............................................................................  □ B E F O R E  SHOW' □  AFTER SHOW
Internet A d .....................................................................................  □  BEFORE SH O W  □  AFTER SHOW
Other:............................................ ....................................................  □  BEFORE SH O W  □  AFTER SHOW
Other:.................................................................................................  □  BEFORE SH O W  □  AFTER SHOW
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5. W h a l O V E R A L L  efTect d id  y o u r  m ark e tin g  ac tiv itie s  (n o te d  in q u es tio n  4) have  on y o u r  
in v estm en t in th e  show ? (select one)
j j  They decreased my ROI (return on investment)
□  They had no effect on my ROI
□  They had a small positive increase on my ROl
□  They had a moderate positive increase on my ROI
□  They had a large positive increase on my ROl
□  Don't Know
V. C O M P A N Y  IN F O R M A T IO N
I. S elect O N E  c a te g o ry  th a t  best d esc rib es  y o u r  p r im a ry  b u s in ess ; (se lec t one)
□  Banquet □  Catering - O ff □  Florist □  Internet □  Restaurants
Facility Premise □  Floral Services □  Transportation
□  Beauty Services □  Destination Preservation □  Invitations □  Travel Agency
□  Beverages Weddings □  Formal Wear □  Party Rentals □  Videography
□  Bridal □  Entertainment □  Gowns &. □  Photography □  Wedding Decor
Accessories □  Favors Dresses □  Poetry □  Wedding Event
□  Cakes & □  Financial & □  Home □  Publications Consulting
Sweets Insurance Furnishings □  Real Estate □  Yachts &
□  Calligraphy Services □  Hotel □  Registry Charters
□  Other:
2. A n n u a l Sales R evenues: (select one)
□  S 100.000 and under 
J S 101.000- 250.000
□  S 251.000- 500.000 
J S 5 0 1.000 - 750.000
□  $751,000- 1.000.000
□  SI.000.001 -
3. Y o u r  business is (se lec t one) ............  □  Local □  Regional □  National □  International
4. C o u n try  ..............................................................................................  □  USA □  Canada □  Other
5. S ta te /P ro v in ce  o f  c o m p a n y  residence  /  h e a d q u a r t e r s ................................
6. A ge o f  co m p an y  .........................................................................................................
7. Y o u r  J o b  T itle  __________________________________________________________________________
8. # o f  y ea rs  co m p an y  has been  in w edd ing  industry  ............
9. .Average n u m b e r  o f  w ed d in g  co u p les  p e r  y e a r  (if applicable).
10. In d u s try  asso c ia tio n  m em b ersh ip :
□  NACE
□  ISES
□  MPI
□  ABC
□  Other: ___________________
□  1 do not belong to industrv associations
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VI. T E L L  US H O W  Y O U  FE E L
W e w elcom e a ll c o m m en ts  an d  suggestions. U se a d d itio n a l p a p e r  if  n eed ed .
I. W h a t can  w e d d in g  exposition  co m p an ie s  d o  to  h e lp  increase  y o u r  R O l ( r e tu r n  on  
in v estm en t)?
2. W h a t d o  you  c o n s id e r  fa ir  m a rk e t va lu e  fo r  a  s ta n d a rd  booth  a t  a w ed d in g  ex p o sition  if  
th e  show  is a :
National Show
A weddinsz show producer that hosts shows in major metropolitan cities within the ------------------------ .
U.S. . . . “ .........................................................................................................................................  I
Regional Show
A w edding show producer that hosts show s in different areas w ithin a state and in —---------------------->
surrounding states ........................................................................................................................
Local Show-------------------------------------------------------------------------------------------------------------- r - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - .
A show producer that hosts shows in one local area in the same sta te .........................
T H A N K  Y O U  V ER Y  M U C H  F O R  Y O U R  T IM E  &  S U P P O R T !
P L E A S E  R E V IE W  Y O U R  SU R V E Y  T O  E N S U R E  IT  IS FU L L Y  C O M P L E T E D . 
R E T U R N  T H E  SU R V EY  IN  T H E  P O S T A G E  PA ID  E N V E L O P E .
R E M IN D E R : T o  le a rn  w h a t fellow w edd in g  industry- p ro fessionals  a re  sa y in g  a b o u t th e ir  
ex p erien ces  w ith  w ed d in g  exh ib iting , a  c o p y  o f  th e  re su lts  can  be  e -m ailed  to  you . P lease 
inc lude  a b u sin ess  c a rd  (w ith y o u r e-m ail a d d re s s )  w hen  re tu rn in g  y o u r  co m p le ted  su rvey .
You may be assured o f  complete confidentiality. The questionnaire has an identification number for 
mailing purposes only. This is so that we may delete your name from the mailing list on receipt o f  your 
survey. Your name will never be placed on the questionnaire form
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DID YOU KNOW?
No research has ever been conducted that uncovers ^'OUR opinions about wedding 
expositions...
Wedding exposition companies base their marketing decisions on research results 
from unrelated industries...
I am a wedding industry professional and graduate student at the University o f  
Nevada. Las Vegas hoping that you will help me determ ine what we really want and 
need from wedding exposition companies... __________________
PLEASE SH.ARE YOUR OPINIONS ABOUT THE WEDDING EXPOSITION 
INDUSTRY. WE NEED A MINIMUM OF 400 SURVEY RESPONSES.
This research project is looking to uncover your opinions and practices as wedding 
related businesses exhibiting products and services at wedding shows. Your participation 
is voluntary and your answers to this survey will be held in the strictest confidence and 
you will not be personally identified in the release o f survey data.
If vou have exhibited in a wedding show between 1999-2001. then you are qualified 
for this study. Your prompt response is extremely important to the completion o f  this 
study. Please return your survey bv SEPTEMBER 15th. 2001 in the enclosed 
postage-paid envelope.
To date, no valid and reliable research has been conducted in the wedding exposition 
industry. Please share with us your feelings and thoughts, as we need a minimum o f 400 
responses in order to produce valid results. The results w ill be extremely important and 
will alter the future o f  wedding expositions.
To leam whal fellow industry professionals are saying about their experiences with 
wedding exhibiting, a copy o f  the results can be e-mailed to you. Please include a 
business card (with your e-mail address) when returning your completed survey.
Thanking you in advance for your participation, interest and pride in the wedding 
industry!
With wami regards and wishes for continued success.
Tracee Nalewak. CSEP Curtis Love, Ph.D.
Traceefa massaffairs.com clove(a ccmail.nevada.edu
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UNIV’
Approval Notice for Expedited Review of Social/Behavioral Protocol
DATE: June :6 . 2001
TO. Tracee Nalewak
FROM: Dr. Fred Preston. Chair
LKLk' Social. Behavioral Sciences Institutional Review Board
RE: Status o f  Human Subject Protocol Entitled: D e/im /ie R(^I y u n a h ic s  tor the 
lyetiJin^ Exhibitor
O P R S #  605S0501-028
This memorandum is official notification that protocol for the project referenced above has been 
reviewed by the Office tor the Protection o f  Research Subjects (GPRS) and has been determined 
as having met the criteria for exem ption from full comm ittee review by the L"N'L\'
Social;Behavioral Sciences Institutional R eview  Board iIRBi as indicated in regulatory statues 
45CFR 46.101. The protocol has been submitted through the expedited review process and has 
been approved . The protocol is approved for a period o f  one y ear from the date o f  this 
notification Work on the project m ay proceed.
Should the use o f  human subjects described in this protocol continue beyond J u n e  26, 2002 
It would be necessary to request an extension. Should  there  be any change(s) to  th e  protocol, 
it w ill be necessary to request such  change  in w ritin g  th rough  the  Office fo r th e  Protection 
o f R esearch Subjects.
If you have any questions or require assistance, please contact the O ffice for the Protection of 
Research Subiects at 895-2794.
cc; OPRS File
Jrfice ’cr me ^'o:ect;on c" 
-5C5 '.'=w ana ^3''«.wav •  3ox U51046 • 
'02) 895-2794 • PAX '
-esearcr Sjüiects
..as «egas. Mevaaa 89154-
r02; 895-0805
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Respondent Cross Tabulations
Pearson Chi-Square Value d f •Asymp. Sig.
Annual Sales * Mailer 4.73 5 .450
Primary Business * Mailer 25.537 30 .647
Number o f  Leads Generated * Mailer .933 1 .334
Banquet Facility * Mailer 2.129 1 .145
Measure ROI * Mailer .230 1 .632
ROI Measurement Time Frame * Mailer 2.343 4 .673
* There are no statistically significant results.
Respondent Group Statistics
Independent Samples T-Test t d f Sig.
Personal Selling Before Show- -.851 181 .396
Direct Mail After Show -.833 181 .406
Quality o f  Exhibitors -.248 139 .805
Quality o f  Attendees -.566 140 .572
* There are no statistically significant results.
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Rotated Component Matrix^ 
Factor Analysis o f  Exhibitor ROI Component
ROI Variables 1 2 3 4 5
New Market Position .747
New Distribution Chatmel .696
Product/Serv ice Showcase .695
Promote ProducVService .665
Reach Target Market .598
Exposure .692
Gain Company Credibility .524 .684
Stay On Top Industry Trends .663
Networking .66!
Remain Competitive .554 .649
Trade with Exposition Company .462
Fashion Show Participation .753
Seminar Participation .749
Directory/Advertising Listing .571
Competitor at Show .429
Attendee Lists .868
Attendee Mailing Lists .762
Contest / Giveaway Participation .409 .504
Internet Links to Show Website .448
Bookings Current Year .861
Bookings Following Year .830
Qualified Leads .630
Extraction Method: Principal Component Analysis 
Rotation Method: Varimax w ith Kaiser Normalization 
^ . Rotation Converged in 18 Iterations
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Rotated Component Matrix® 
Factor .Analysis o f  Exhibitor ROO Component
ROO Variables 1 1 3 4
Show Location .732
Layout o f  Exposition Space .721
Show Energy Level .705
Promotion Activities o f Show
Producers .633
Quality o f  Attendees .542
Brand Awareness .542
Booth Traffic .800
Booth Location .427 .641
Volume o f Attendees .626
Flow of Attendees During
Exhibition Hours .490 .444
Length o f Show: One Day .456
Quality o f Exhibitors .813
Volume o f  Exhibitors .769
Increase in Internet Traffic .440
Length o f Show: Three Days .900
Length o f Show: Two Days .878
Extraction Method; Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalization 
Rotation Converged in 10 Iterations
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r the r  reproduction  prohibited without perm iss ion .
APPENDIX F
SURVEY OPEN-ENDED QUESTION RESPONSES VERBATIM
109
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r th e r  reproduction  prohibited without perm iss ion .
10
Question: In your words, describe what makes a wedding show a success for your
company?
Verbatim Responses:
Number o f  appointments made at show. Number o f brides whose wedding date is 6- 
12 months away.
Bookings generated by that show. Quality brides during the show.
Booking weddings.
Quality o f  attendees and quality o f  the wedding show. Exposure to the property 
especially if  just renovated and updated. Design and layout o f the show. Quality o f 
the vendors because we are in the higher end we rather be with other high-end 
vendors.
Bookings, continued exposure for company, market presence.
High attendance, qualified couples.
Meeting attendees who have heard good things about our company. The level of 
interest attendees show in our pictures and menus. Having potential clients make an 
appointment to meet with us as soon as possible to discuss their wedding and present 
a proposal.
Booked definite business as a result o f  the show.
When most o f  the people attending the show are in my target demo -  looking to 
"book” my DJ services.
To generate enough bookings to cover the cost o f the show and to generate a profit. 
High volume o f  brides to hand out my publication to thereby increasing awareness o f 
my advertisers.
Bookings and income generated.
Getting bookings.
The number o f  bookings generated versus the cost of the booth.
.A picture is worth a thousand words. Seeing a wedding cake at a show and being 
able to taste the quality will bring us a bride up to 2 years after a show.
Number o f  attendees signed on as newsletter recipients from site ups web traffic and 
networking to wedding vendors.
Volume o f attendees we talk with.
Genuine interest o f  attendees, quality o f  brides that attend, successful/beneficial 
networking with other exhibitors.
We are the only jew eler in Las Vegas that carries over 20 exclusive designer brands, 
nine o f  which are bridal.
Good flow allowing us to speak with all brides and grooms.
Having visibility -  if  people try and see our product it sells itself.
Credible leads that produce definite bookings.
The actual booking o f  weddings.
Giving out as much information to attendees as possible. Being able to get some 
bookings from the show.
Making the phone ring with interested people.
Exposure, large # o f  attendees.
Good communication and time with attendees.
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Leads.
Good volume during show, enough time to talk to brides, show well run with 
everyone knowing how to exhibit.
If my sales meet expenses and/or if  I develop new salespersons for my business. 
Getting calls from brides who know o f us just because o f  the show and speaking with 
brides at the show.
Go leads that turn into bookings.
When qualified bookings result and now (or continued) relationships with “preferred" 
vendors are formed.
Having a large number o f  attendees from my target market.
A successful show is one that is advertised by radio, magazine, etc. The price o f  the 
show should be reasonable and the layout easy for us and the brides. I rate the show 
by the amount o f  brides that visit the table and whether they seem comfortable.
The bigger the qualified lead list the more successful a show is to me.
Having a prominent booth location, flow of traffic, being able to talk with a large 
number o f  brides, obtaining a good quality lead list.
Meeting prospects.
Having the brides realize that balloon décor can be elegant, fair and practical 
(financially) for their party.
Meeting hundreds o f potential clients, including wedding coordinators.
High traffic, good leads/list.
By the number o f  brides/grooms who contract for our photo services at weddings 
upcoming.
People and organization.
50% business.
Exhibiting a wedding show increases my clientele exposure.
To get 2 bookings from it.
Good traffic to a good location. SS generated.
The brides. Getting them to us is the most important thing. The rest is up to me and 
our staff.
Gaining leads that turn to bookings. Bookings for wedding related functions. 
Qualified leads that turn into bookings.
The placement o f  our booth combined with the space' around us. We do balloon 
decorating and it looks best when not crowded.
Our business is targeted towards weddings. So the opportunity to hit a specific target 
(brides) and turn those leads into bookings. The more we can ‘close’ the better. 
Giveaways are good. “Chicks dig free stu ff’
Good exposure, positive feedback.
The promoters, how the show is promoted (advertisers) and credibility o f promoter. 
Success is when after a group books with us and checks out o f  property with a great 
impression o f  their quality stay with us.
Reaching the target audience.
Professional, well organized and run show -  easy location, well advertised with 
quality brides.
Booking weddings.
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We have had a lim ited amount o f success with the shows. Exclusivity for our 
category may create more value to our category.
# o f brides I talk to.
If  we get 5-10 bridal registries out o f  the show.
Number o f  participating potential clients.
Quality o f  participating vendors. Quality brides. Those willing to spend extra dollars 
on quality vendors.
Exposure about our product to get brides w ho are planning 1-2 years out to start 
thinking now about our product.
Pre-show advertising by producer. A quality show by m yself and other exhibitors 
(including enthusiasm ) and quality and volume o f  brides.
Booking 3 or more weddings.
Intelligent, w ell-prepared brides asking to be treated like a VIP not cattle -  the phone 
ringing like crazy after the show to schedule consultations which become bookings! 
Good facility and communication.
Getting our name and brochure into the hands o f  interested parties. Giving people the 
idea by seeing us that they need a harpist for their w edding.
Shows a large audience a new/different idea in wedding apparel.
The number o f  attendees and how many brides sit in my Rolls Royce and Bentley 
cars.
ROI
A solid lead list w ith “good” phone numbers. Lots o f  advertising about the event. 
Brides at “our” booth.
The wedding show is a success for our company because w e are able to market our 
seiwices, advertise our banquet sites and meet clients.
Timely exposure and follow-up from brides attending the show.
Quality leads and attendees.
Leads turning into bookings. Professional image o f  my booth and those around me. 
High attendance o f  good, qualified leads.
High volume o f  focus group, easy flow of traffic and a lot o f  interested, patient 
persons willing to talk about services. Having the addresses and emails helps also.
An experienced prom oter (marketing).
The booth location is important and the quality o f  attendees are important. It is 
different to market financial products when all the attendees want to see are the “ fun 
s tu ff’ like flowers, cake, dresses, etc.
Lots o f qualified leads from show.
I f  I book even one wedding on the show floor then the show is a success.
A lot o f leads and good follow-up.
When we schedule consultations with potential clients.
The number o f  qualified leads attending who are interested in my services.
Proper advertising by show producer which leads to a great turnout o f attendees. 
Bookings from the show. List o f leads/attendees.
Quality leads.
Networking before the show.
Increase in inquiries and bookings.
Getting I bride per dollar spent on participation to give us a qualified registration.
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Ideas and efforts from employees related to the show.
The follow-up and promotion to the listing o f brides at the show.
Successful bookings.
I'm  able to meet a segment o f the marketplace which will have a higher probability of 
using my services.
Orders.
Clients become accustomed to seeing or hearing our name.
Number o f  contacts made that result in new sales and future sales.
If we book new patients.
Good, viable leads and making sales.
Good advertising and many vendors o f  all ty-pes. Competition help the bride look us 
over and make choices.
Number o f  brides that show interest. Cake samples given away. Brides that order. 
Lots o f  phone calls, leads and orders.
The amount o f  leads we get and how fast we can work on the leads.
First class exhibitors, good traffic flow, well designed layout and variety o f  products. 
Having the leads turn into bookings.
The number o f  weddings booked.
Sales results.
When the attendees are actually potential clients; when our booth location is 
favorable in relation to others, qualified mailing list and phone numbers.
Good traffic to booth.
The number o f  brides a show attracts. The more brides in attendance the more leads 
we receive.
Lots o f  people in attendance.
Professionalism and way producer o f show puts on show. Volume and quality o f 
attendees who visit booth. Bookings from show.
.Attendees being able to easily get to the sample books at my table, able to easily 
move around the others at the table. Quiet enough to talk. Affordability.
Some sales.
Through out the following year I still get phone calls trom brides who had attended 
the show .
Recouping expenses right away with many residual clients.
I have just started this year and I was able to show all my jewelry in the fashion 
shows (150 pieces in 25 minutes). Great exposure.
To make a wedding show a success I need to get qualified bookings and people 
interested in the registry.
Exposure, good clientele, no coupon people. I want a customer that shops at 
Doyton’s not K-mart.
The number o f calls, appointments and orders I receive. Fewer vendors o f  same 
product or service.
Bookings.
Number o f  inquiries gets our name out. Number o f  orders generated from show.
The ability to talk to the bride and groom and not just handing them my brochure.
We only deal with producers that have a proven track record -  are highly professional 
-  take time to give us ‘pointers’.
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Good leads that turn into sales.
Generate leads for current year and beyond. We also consider the show a success if 
we get quite a few grooms dinner bookings.
The opportunity for potential (brides) clients to view and compare my work with 
other photographers at the same time.
Good qualified attendees. Attractive display booth and energetic show people. 
Exposure and sales!
Large attendance o f  prospective clients. Quality o f other vendors.
Networking with the vendors. There is success when referrals are generated.
A list o f attendees with wedding date, addresses, etc. Target market attendees w ith 
income to purchase services. Number o f wedding parties we service.
Timing, location, facility, pre-promotion, free admission, focal point event ( fashion 
show with local celebs as host) friendly well staffed booths, capacity crowd.
It works! You get to meet prospective clients face to face. This seems to give them 
confidence.
Location o f  exhibit and time o f  shows as far as wedding season.
A traffic flow that allows prospects time to stop and ask questions o f  our associates 
without being rushed.
Large volume o f traffic. Good location o f booth. The producer advertises -  not you! 
Large volume o f brides, well-run show , good advertising by show producers. 
Exposure leads to bookings.
Sales.
My presentation and the décor o f my exhibition site (display area).
Great exposure -  measured by number o f inquiries after show .
I do food -  the most important is for there to taste and see my presentation.
Number o f bookings.
Recognition -  a place to start together.
Booking one wedding per show.
Volume o f qualified attendees. Amount o f qualified attendees we can speak with and 
distribute materials to.
Finding the one or two brides that will use my services.
1 need 7 sales from each show to make it worthwhile.
The amount o f  orders placed due to our presence at the show.
Being able to reach potential clients that have never heard o f  the hotel.
Increased bookings from show leads.
Generating at least 4 clients. Gaining more confidence in my company and 
presentation and by hearing people say great company o r great show.
Number o f attendees that are actually looking for our services.
Volume of qualified brides. Higher end brides. Middle to upper middle class.
When cost o f the event is covered.
Getting my com pany’s name in the public eye. To express quality service at 
reasonable prices.
The amount o f  quality attendees and the quality o f vendors.
Exposure with potential bookings.
Up-beat advertising. Successful attendance. Exposure o f  product.
High exposure to a very specific target audience.
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Well organized, well advertised, good fashion show.
For our company, exposure to the bride before the show, at the show, and after the 
show visibility, i f  we can stick in her mind then we book her. We book at the show 
also.
Profits, networking, exposure.
Generating interest and confidence with clients for future bookings.
Quality o f  attendees and service producers. Greater networking amongst companies. 
Good exposure to new buyers.
The number o f  brides who fall into our budget category.
Bookings -  qualified inquiries and traffic to booth from individuals still looking to 
book function. Exposure o f  business to public and competitors and vendors.
Keep it classic but simple -  treat each person as if  they really matter. Smile -  have 
info they need in handouts.
Number o f  contacts at show and bookings afterward. Increased name awareness for 
our company.
Number o f qualified leads that turn into bookings.
What we do (floral preserv ation) is unique so we have to show and educate new crop 
o f brides every show.
Increase in sales and bookings for the next six months.
It allows brides to ask questions and sample product. It generates a substantial 
amount o f business for the coming year. This is the Jan/Feb show.
Bookings are important. Exposure is very important.
Meeting qualified brides.
Closed sales resulting in company profit.
Twenty-five to forty bookings per show.
Lots o f bookings that leads to sales that leads to “employees”.
Total revenue from leads and exposure.
Qualified leads for future weddings.
Maximum exposure to potential brides along with great human relation skills. Don’t 
be too arrogant but answer any questions the bride may have.
Excédent prior advertising by producer o f show. Flow of event, booth space, type o f 
clientele.
Lot o f qualified brides and a big lead list.
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Question; In your words, describe what makes a wedding show a failure for your 
company?
Verbatim Responses:
Lots o f  “ lookie lou’s”. People whose events are more than 1-2 years away.
No bookings and usually a result o f  too few brides or poor quality.
Not booking.
Letting ego get in the way. acting like you know it all. As for the show. the host can 
make or break your success. By presenting energy level and clarity o f  speech on who 
is at the event.
Low attendance by brides 
When revenue does not increase.
No business at all - in our business, even 1 successful lead can end up paying for a 
show in the long run.
Less than 20 bookings.
No sales generated.
Not enough brides.
The July show it is repeat brides from w inter show -  The participants are also 
different. Doing a tracking after it was not nearly as good as the Jan./Feb. show. 
Hardly worth the expenses o f booth and productivity and labor.
Too many o f the same type o f vendors in the show/booth location/advertising. 
Non-control o f  sign-in at gate. Volume that does not have money to support desires. 
No leads or retum of calls or not having w hat they want.
No bookings. Minimal traffic to booth. Low # of attendees seeking a reception or 
ceremony location.
The exposure and marketing.
Low agent participation. So far no problem.
Low attendance, lack o f sufficient advertising.
When we do not get any bookings from the show.
Profit loss.
Poor location, poor advertising o f  show. Low traffic. No energy. No people in 
general a bad show. If we break even worth doing but not doing again.
No people.
Not enough attendees. Poor organized shows. Dimly lit halls for show.
No people.
Location o f  booth.
Too many photographers group together in one show . Ex. There were over 100 
wedding photographers at one show where booths were crunched beside each other. 
No bookings.
Low end clientele -  not qualified. No traffic, no advertising for show. Set-up and 
location.
Poor attendance or people generally not interested. Just wasting time.
No clients or “Fake clients” -  free shows in malls. Too long a show.
No ROI.
Clientele that are looking for suburban sites or low budget events.
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Not having enough orders to cover our cost.
Less than 7 sales per show.
Not finding one or two brides that could use my services.
Lack of attendance, bad weather (show), lack o f  proportion and poorly qualified 
vendors.
Wrong market, no bookings.
No food no success. We have tried without and we know.
Low attendance -  usually due to location of show.
This has never happened.
Inclement weather.
Producer fails to generate quality prospects.
No bookings, few leads.
Poor attendance; poor traffic control at show.
Incomplete marketing effort by promoter.
Weather, sports conflicts.
Low attendance, improper pre-show promotion, dirty facility, admission charge, bad 
location, unstaffed booths, no draw, quality o f  exhibitors.
No business from show. Now follow-up. Not correct target market.
Not meeting anyone new in the industiy and/or not booking at least 1 job.
Poor attendance.
Sales are less than 10% o f ROI.
Low attendance o f potential brides.
Lack o f  leads, quality o f  buyer, we tend to be too expensive for some people and so 
we get a ton o f calls or leads that never tum into anything.
No sales generated.
A cattle yard, too much people.
Not sufficient attendees, no leads.
Small attendance.
Poor attendance. Too many same product vendors.
Bad mouthing, loose lips, sink ships.
When I don’t get any interest and no bookings.
Generating no business.
Poor attendance, inability to gain future clients.
No booking and very few phone calls in the months following.
No revenue retum (or minimal).
Attendees unable to see my work and ask question due to overcrowding and too much 
noise. Rental being higher than income generated from leads and referrals from those 
leads.
It really hasn’t been a failure.
Attendees wanting things for free or a bad date.
Poor attendance. Small venues. Too many o f the same tvpes o f  vendors.
Bad traffic to booth.
When the attendees are coming from a geographical area that is too large.
Bad sales results.
If  we don’t get any bookings what is the point in doing it.
Not having the volume o f  traffic to get the literature out -  and not receiving bookings.
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Slow amount o f  traffic -  or an overload o f traffic at one time so you do not connect 
with enough people.
No phone calls, no leads, no orders.
No inquiries or very few.
Lack o f advertising and fewer vendors.
No traffic.
No bookings.
Bad leads resulting into no sales.
When the attendees are not potential customers.
Show so big that you are lost in the shuffle.
No traffic, no bookings.
Lack o f  promoter promotion regarding the show. Bad weather day o f show. Bad 
booth placement for show.
The only real failure would be if  the production was somehow tainted in the mind o f 
the bride. This would reflect poorly on all participants.
No potential bookings.
Too few leads for S expended.
Poor treatment o f  attendees and lack of bookings.
Lack o f advertising by promoter, # o f attendees, “major snow storm”.
When we don’t schedule any consultations.
Too costly, then we don’t participate. Low # o f  attendees. No list given.
Low turnout.
Low activity, low attendance, few leads.
Poor promoting.
Haven’t had one yet.
Low attendance, no subsequent bookings. Poorly executed show.
Limited leads and bookings.
Produced unprofessionally.
Lack o f people making booking for our service.
The wedding show would be a failure if we didn’t get any bookings or business out of 
it.
20 other photographers with similar styles -  again making it hard for brides to choose 
- usually they end up making a “money” only decision.
Low turnout and lack o f  advertising.
Small turnout o f  attendees.
It is such a specific ’niche’ business. It does not have mass appeal (renaissance 
wedding apparel).
Low traffic, no leads.
Poor weather, bad booth location, lack of promotion, lack o f pre-qualified leads, bad 
fashion show, no seminars, poor attitude from promoters and host facility, ie. lack o f  
cooperation.
Not booking 3 weddings.
Sparse floor traffic o f  potential brides usually as a result o f  insufficient promotion by 
promoter.
Lack o f participants.
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Too many attendees. Very little promotion. Too little attendees. Cramped space. 
Lower class brides (no money).
If we get no registries, few people at the show, and no or very little interest.
Never had a failure -  positive attitude.
If the isle o f  traffic is too full, not enough tim e w ith guests.
Low attendance, no bookings.
Slow or low traffic or low quality o f  brides. W eak showing o f our competitors.
Too many things to see and absorb to make decisions on multiple aspects o f  the 
wedding.
Failure is when the revenue o f the hotel does no t come to our expectations and 
efforts.
Not enough promotion o f show.
Poor turnout.
Poor advertising or location and booth location at the show.
Too many brides an not being able to talk because o f  crowds, noise, etc.
Little traffic.
There is no failure because you always are exposing the hotel.
No brides, a low quality o f  vendors. If the vendors do small events or they are a bad 
vendor it hurts us all.
Poorly attended show.
Not enough traffic and too long o f a show. W e like 5-6 hours o f exhibiting. 
Exhibiting in a show is always successful.
Not enough qualified brides.
Lack o f people.
Location o f  booth -  flow o f traffic -  attitude displayed by customers can help or hurt. 
Cost o f show to outweigh # o f contracts to m ake back expenses.
Too crowded, too loud.
Attending a show that was not advertised well, low  attendance.
Not enough brides attending the show, very few brides setting up consultations for 
after the show.
No follow-up appointments.
Poor location, bad choice o f day. unorganized show.
Small list.
Too many breaks, not a lot o f quality exhibitors, the day o f  the show. I have been to 
shows that charge a lot and close the exhibitors during the fashion shows and for 
lunch. Although a break is nice. I want as m uch tim e with brides as possible.
Not a good showing o f  brides.
Inability o f  expo, company to attract a qualified target audience. For example, mall 
bridal shows are less attractive to me because o f  the large number o f  people not 
getting married that stop by and take up time.
Low turnout and unqualified attendees.
Low bride volume, no calls afterwards, mall shows.
Expenses exceed revenue and 1 acquire no new leads.
Not enough traffic, lack o f  advertising by show producer, not well planned, booths, 
etc. not as advertised by producer.
No leads.
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Too crowded.
No or little attendance.
Never had one.
If the attendance is low, if we come back with a lot of our literature.
Poor attendance and lack o f bookings.
Low attendance and lack o f interested prospects.
A poor turnout o f  people to the show.
Same leads from other sources.
Not enough attendees.
Low interest level and quality o f  attendees.
Low volume and our lack o f follow-up.
Poor traffic and lack o f  participants having email/web access.
Poor attendance, bad rotation, insufficient advertising by show managers.
The number o f  bookings generated if  poor or low number o f  attendees.
No bookings.
If no money is generated.
A poorly advertised show, low volume o f attendees.
No leads or bookings after an event.
When very few potential leads attend (people looking for my service).
No booked business.
Poor attendance, poor line up of exhibitors, wrong timing or location, the high 
number o f attendees who have already booked their caterer prior to the show. 
Low attendance.
“Schnorers” -  people who come for freebies only, not qualified. Poor show 
management.
Inconvenience or bad booth location.
Too many o f  the same competitors. Too much time in between fashion shows. 
No one shows up.
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Question: What can wedding exposition companies do to help increase your ROI
(retum on investment)?
\  erbaiim Responses:
• Advertise the property when advertising the show. Good flow pattern. Do not focus 
so much on the fashion show. Do not play loud music because when talking to 
attendees it is very annoying if  they can 't hear you. Good signage.
• Manageable size; too big and the bride gets too confused and tired. Something for the 
grooms to do they have a 2 hour limit and they get tired. Identify which attendees are 
brides, grooms, mother o f  the bride, etc.
• Our company’s experience with wedding expos has not been positive. We have 
participated in at least a dozen over the past 7 or S years. It seems that a very high 
percentage o f attendees have already com mitted themselves to a caterer prior to the 
show. Nine out o f ten brides that book our company to cater their wedding have 
either been referred by a good friend or family member or they have attended a 
wedding which we had catered. We are sure that we have booked only 2 weddings 
total from all the expos that we had a booth in.
Decrease the number o f shows. There are too many. Have a hotel only show so that 
serious wedding couples without a confirmed date can have a direct conversation with 
the hotels o f their interest.
• Do radio ads on local stations mentioning vendors (could do several ads rotating 
various vendors)
Put my company name in ads promoting bridal show print ads 
Limit competing vendors at all shows.
. Decrease space cost. Many times exhibits are too expensive and cost prohibitive to 
do. You’d have to book a number o f events to break even.
• The true wedding expo co s understand the need to promote shows on many levels.
It’s the smaller local promoters who need to spend more on advertising to bring in a 
decent crowd.
Create incentives to book out shows. Provide ways to follow up after the show.
• Advertise HIGH END publications (W edding Style Magazine. Martha Stewart). Be 
discriminating o f who displays at shows.
Increase number o f attendees -  period. Invest in radio, tv ads.
• Our experiences to this point have been very positive. We only “show ” with well
established, high end expos. Obviously any special emphasis on wedding cakes, 
seminars, etc. would increase our ROI.
Increase Bridal Shows offered during yr. Currently only one major show offered 2x’s 
p/yr. If smaller shows exist, they do NOT advertise well to up exposure to vendors 
and attendees. Effect is large show asking inflated rates.
• Increase volume o f  attendees through marketing.
• We are satisfied with our ROI.
The wedding expo is currently being held at Cashman. To me that is not a good part 
o f  town, especially at night. I ’d like to see the wedding expo held in a better location. 
Presentation is everything and especially in the wedding industry.
• Require brides to stop at every booth by holding a contest.
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It benefits us greatly to have a large turnout o f  people... Not even necessarily 
brides... every person is a customer -  as we do cakes for all occasions -  so each 
person trying our cake is highly likely to com e to our shop.
Unknown at this time.
More advertisement would be great hitting all aspects, radio, television, newspaper 
and billboards.
By putting effort into their booths at bridal shows and not looking bored.
Get lots o f  people there.
Limit number o f  attendees
My product sells well at most trade shows where a large portion o f attendees are 
women; for some reason it does not do well at Bridal shows. Perhaps there is 
insufficient time. That was my experience at the show I participated in. After a 
fashion show, the brides seemed frantic to visit all booths. Also, music was too 
LOUD -  we found it difficult to demo our product.
When registering brides, have a questionnaire to determine which services they still 
need.
Limit the number o f  Tike’ or similar vendors that participate. 1 realize that expos try 
to sell as much booth space as possible. However, spreading out the vendors over 
multiple rooms, floors, etc. translates into missed opportunities in some instances. 
Brides can’t make it to everyone then!! Too much space to cover. We might win 
some and lose others. “Qualify” the show more by also targeting the types o f  vendors 
you want to draw.
Attract more brides from my target market.
Most shows in our area offer exhibitor support and are very helpful with my ROI..
The shows that I have done with many breaks throughout the day. 1 believe, hurts 
exhibitors directly.
I believe expo companies should charge exhibition booth space based on company 
size. National tuxedo shops for example should fall into one Tier’ and small local 
shops fall into another.
Advertise in media that will get to the brides and not just one form. For example, we 
participated (because they were the only one in town) in a show that advertised only 
on a country western station. Did not get the quality bride or someone who didn’t 
listen to it. Offer event admission discounts to brides from selected stores. Have a 
good quality fashion show.
Wedding expo companies need to focus not ju st on large national companies but on 
the regional/local companies. 80% of the brides get what they need at small local 
companies such as floral, balloons, cakes, halls. bands/DJ’s, etc. My most successful 
shows include a large percentage o f local businesses. My least successful shows had 
many large registry companies and national retailers. Those brides went away 
without finding the local services they needed.
Do their market homework including promotions, advertising, time o f the year and 
venue which activity is held. Doing all these things well will ensure a good response 
by the potential clients. From there it is up to the individual to sell their business. 
After eight shows, the producers can lower costs. The bridal showcase held 2 times 
each year at the Patriot Center is expensive! Keeps going up. Seems if  it goes higher 
we won’t be able to participate. The producers need to pay attention to concerns o f
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vendors. They seem not to. There needs to be classes offered by wedding pros to 
keep up the level o f  wedding education. The purpose is to continually educate the 
wedding professionals.
Lower the price o f  exhibitors -  it’s way too high!!
Create incentives to get brides to every booth. Create incentives to get brides to book 
at show. Be more organized in communicating with vendors. Get local list out faster. 
Don’t schedule shows during major events. Don’t schedule shows where e\ ery one 
else is doing shows.
We need a fall and summer show in our area. We could also use a format given to 
each pro to offer advice to the brides and grooms as well as taking questions. For 
example, a DJ explaining what a DJ should provide at an event. This could also be a 
double edge sword. The pro giving advice needs to help all DJs not just his ser\ ice. 
Less vendors. I’ve been in shows where the booths are spread out and there’s room. 
I’ve also been in shows where they just pack people in. 1 find that when there’s 
"room” the brides are interested in more info given to them right there. They are also 
open to more selling. At the shows where they just pack people in it seems like the 
brides just want your info and give away and then get right out. They don’t want to 
talk or ask questions.
Unfortunately, being a small but growing company limits the amount o f resources 
that I have to put toward marketing. I would like to do more shows and expand my 
business but at $800 per show (or there abouts) I can’t afford to do many shows. I 
also find that a lot o f  brides are there because they received free tickets and just go 
from show to show and aren’t seriously looking to book serv ices. Perhaps if  they had 
to pay a nominal fee to get in you could weed out the “lookers” . If  I’m paying a large 
sum o f money I’d like to get more bang for my buck.
.Advertising! Follow up with mailings! Great atmosphere!
Promotion and time o f year.
Be organized. Charge enough to keep out small home businesses. If you are going 
after the hotels then hold event at a neutral place -  convention center, etc. Have some 
gimmick to get the brides around to all the booths. Do not hand out huge wedding 
books till the brides are leaving.
Position home ownerships as a high importance within the show and within the 
wedding book.
Bring in local brides who get married on Cape Cod.
Cost less for the show.
Encourage better traffic flow at the shows.
Be mindful o f  types o f vendors to include. To draw certain brides in certain areas. 
Higher class brides in more affluent area should see higher end vendors, etc.
Continue to gain client lists that we use to generate leads. Help promote our product 
during bridal expo (mention during activities on stage).
There are too many “bad” shows. Every hotel or function hall tries to run their own 
show, usually with the dismal results. Dismal results meaning too few brides, too 
little pre-show advertising, too little commitment by the facility to produce a good 
show for someone other than themselves (ie the other exhibitors). Suggest several 
hotels or function halls together under one roof and produce a “Super Show” for the 
benefit o f  all.
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Advertise more. Have fewer vendors per category (frequently there are more than 10 
in my category).
Cooperate fully with promoter and individual exhibitors to ensure smooth and 
efficient move in, setup and take down. Keep rental rates affordable. Don’t “gouge” 
on the extras! Like tables, electricity, etc.
Increase traffic -  More prospects should mean more business. Keep things classy and 
professional. Reward loyalty -  discount to vendors who continue to support the 
show. Increase exposure before and after the show.
At certain show to many o f the same vendor t>j)e. It overwhelms customers. 
Therefore buying decisions become harder.
They seemed to have no affect on our business whatsoever even though we received 
many inquiries and very positive remarks on our booth and product. We have 
participated in 2 shows and would never do again. The shows are very expensive 
without any results. We do better by word o f mouth.
Try not to overcrowd a show w ith too many exhibitors. The brides are rushed just to 
get info from everybody because there is so much to get. When it’s a smaller show 
we can book jobs right then and there. We were in a small two-day show where we 
booked 10-15 jobs on site. In the big ones we don’t usually book any (same sales 
people)!
Quality shows with lots o f qualified participants.
Have seminars to help increase business and be successful in getting leads and sales. 
Most promoters are in the business for just the money.
I was hoping to get some good leads from my wedding show. However, most o f the 
women there I found to be totally immature and irresponsible. When I called them 
after the show they were not receptive at all to financial planning. I don’t blame them 
because they are busy trying to plan weddings. It’s always hard to do a show where 
people want to spend money, not save and invest it. Also, once the bride gets 
married, it’s usually a sure shot that she will move and then the lead information is 
useless. I have had no luck with wedding shows.
Survey brides to determine their needs. Advertise, advertise.
Lead list. Advertise the show heavily.
Profiling attendees to find out what they’re doing there. Browsing? Price shopping? 
Killing a Sunday afternoon? Also finding out which services, if  any, they have 
already booked.
Advertise. Provide list o f attendees, leads.
Limit number o f vendors.
Get more demographic data about the brides. Get information about the grooms! 
Lower cost -  allow us to trade, barter. Share booths -  discount for repeat.
Pick a great place to have it.
More advertising.
Making the booths affordable for more to be able to participate and to be able to 
participate in more shows throughout the rest o f the year.
Draw more people from a 5 mile radius o f  my store. These are the people we meet at 
the show who come in and book their weddings at our store.
Attract more qualified potential customers.
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• Stop making sweetheart deals with some exhibitors which gives them an unfair 
marketing advantage at the show.
• Tr>' to get large sponsors such as TV stations and large local radio stations.
• Don’t charge so much for space for the little businesses trying to make it.
• Make sure to get fully prepared before the show. Use colorful but inexpensive 
coupons and brochures to give away at bridal shows. Treat each person you meet at 
the show as a “person' not as “a dollar amount’. The nicer you are and less pushy you 
are the better the end result is. I had a lot o f bookings from people who said I 
remembered your serxice because you were more nice and not so “pushy’. .Also try to 
make your prices as reasonable as possible. There are a lot o f  people getting married 
who can’t afford to spend S I0.000 on a wedding. It’s a vast market to get into.
As a one-person business only 4 years old. my net sales are very low -  only about 
$25,000 a year. The cost o f  a one day booth rental is the #1 factor in deciding to do a 
show. If  I earn $25 an hour renting a booth for $160.00 an hour equals insanity.
S I000 for a 6 hour show is typical and pushes out small businesses like myself, 
leaving corporations as exhibitors. Brides say they regret paying $15 for a ticket to 
find stores they can go to for free at the local mall. Lower costs would bring in more 
quality and diversity in exhibitors, creating higher attendance and everyone would 
win. Brides also say the shows feel more like a sports rally than wedding planning. 
They leave quickly to escape the volume o f noise. I’ve heard descriptions ranging 
from ““the Home Depot o f  wedding planning” to ““pre-game pep rally” to ““The 
Midway (a ride and game area) at the State Fair” to a general impression o f  low class 
and no elegance which are the 2 things people most want in a wedding.
• Some are charging too much for booth space. I need to book 2 or 3 weddings to clear 
expenses after all is done.
• To be more careful when putting exhibitors next to each other.
Lower the cost.
• Limit the number o f vendors in each category. More advertising. Keep the show a 
reasonable size so brides are not overwhelmed with information. Maintain reasonable 
book prices.
• Better advertising before show.
Most companies will overbook their photography section. One show had 23 
photography exhibitors.
Link my website from theirs. Give the bride a corsage to identify her within the 
party.
• Be realistic when selling your show. If you only expect 200 attendees don’t say to 
expect 1000. Have refreshments available for exhibitors so they don’t have to leave 
the booth. Set up booth as ordered (electricity, extra table, etc.)
• We typically do 2 out o f  the 3 wedding expos sponsored by Twin City Bridal Assoc. 
They have done an excellent job for all o f us exhibitors. Each show has been a great 
success and they have done well for all o f us.
» Advertisement -  Marketing.
• Provide bigger booths and better traffic flow. Give exhibitors more exposure before 
show.
Have all attendees register and provide exhibitors with detailed print out o f  registered 
brides. Increase marketing to insure capacity crowds.
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Lower price o f  shows.
Advertise! No one knows about the show.
Limit the num ber o f  vendors. Some shows are so big the brides bum  out.
Shorten hours o f  show.
Continuation o f  achieving as near perfect show as possible.
Keep your prices on booths within reason so the small business person can continue 
to exhibit in your show.
Better fashion shows -  most shows are either too short (quick) or drawn out too long. 
Better coordinating -  music, order o f dresses and styles (ie. some show will feature 6 
companies who sell bridal gowns and 2 companies who show brides maids dresses). 
Needs to be evened out.
Select no more than 5 shows per year. Be consistent on your show presentation. 
Show your product, taste, give away! Short by efficient presentation. Associate with 
other vendors. Send your people who know the business. Follow up, follow up, 
follow up.
Promote shows. Good décor, location o f  shows, quality vendors, limiting the number 
of vendors by specialty. Accessibility to show and parking.
For me I need a show that goes after high end brides who are not afraid to spend 
money on a high end quality video. Not a volume show o f budget brides with each 
\ endor. Try to be cheaper than the next.
1 think that by offering segmented dates for sites, caterers, photographers, etc. to 
allow clients to focus on their needs. Much o f  the show can be a waste o f  time 
because several guests are overwhelmed.
Pre-show publicity!
Provide a “get aw ay” person. I go alone. I want to visit other vendors and break. 
When I leave no one is at my booth.
More advertising. More space in booths. More distribution o f  magazine with ads for 
shows.
Enjoyed the wedding expo with limited number o f  vendors the environment seem 
ver> customer oriented not like herding cattle. Would like to participate again. 
Advertise weeks before the show on TV, radio and newspapers.
To get as many people as possible to see the show.
No wedding expo company will increase my ROI. If  not worked properly, a wedding 
expo is a great cost with no returns. All work starts after the show.
Just keep brides coming through the doors. Good solid advertising campaigns a 
variety o f  exhibitors for the bride to talk to, give aways, sales and activities for the 
bride to draw them into the show and create energy. A good networking and 
communication bank for exhibitors. Keeping the price fair and competitive but not a 
burden to participate.
Advertise the exposition utilizing radio, tv, billboards, etc.
Market to include rehearsal dinners, showers, other events related to weddings.
Have meeting before and after the show so that participants can meet one another and 
compare notes.
More marketing -  ads, billboards, radio, tv, etc. Not charge as much to attend for the 
brides! I would rather pay more for my booth and have it free for brides. Many
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brides are on a budget and S7 to enter and anther S3 for parking adds up if  they want 
their fiancés, mothers, or bridesmaids to go with them!
Advertise on radio, tv, and PRWT ads. for more than a two week period. The more 
traffic at a show increases my bookings. Also offer discount incentives and prizes to 
increase attendance. More exhibitors at a show seems to encourage higher attendance 
levels.
I get m ost o f  my clients from word o f mouth and web. The show cost me way too 
much. Not one trip sold from leads or the show. Vegas draws a different kind o f 
client most only get info. Cost for adds to booths for small companies are too 
expensive. Not a good retum on my money. W on’t do it again. For travel I think it's 
not good. Makes you target one market -  cruise -  high SSS client packages.
Stop permitting wholesalers from out o f  state from exhibiting and taking business out 
o f state.
Last big bridal show we did there were other photographers right across tfom us.
Way too many (it has increased over the years). I think they should limit the ~ o f 
each category o f vendors. Also better placement was needed at this show.
A lot o f  us feel just the 1 a year would be enough. The second one just puts money in 
the hands o f  the producer. People are on vacation in the summer so attendance is 
down. It is a lot o f  repeat brides. It is a big expense booth, labor, product and not a 
large enough retum. Not even a quarter if  what the Jan./Feb. show produces in ROI. 
Not penalize companies who do not go in the July show by loss o f  booth location and 
a better rate for advertising. Newspapers have to pay 650 (same as a booth) just to 
stay with the advertising. In the winter, it’s all included (booth, advertising for 6 
months and the July show is only for 5 months).
I sell m yself and my company by being honest with people.
Maximize bride and mother attendees via advertising.
Good advertising.
Unfortunately I have not been involved in enough shows to give a fair opinion. 1 do 
feel it could be less costly with the amount o f  vendors at a show. The market is down 
and we are in a city that weddings are all around us, from small chapels to large sites. 
The competition is tough.
Present a very professional image by dress and display advertising o f their product. 
Display pictures from live events or video o f performance. .Also close the deal at the 
exhibit o r plant quality leads to potential customers.
Advertise fully.
Quality marketing and advertising to bring in brides. 1 day vs. 2 day show. 2 days 
takes up time and manpower. Also tiring and expensive. Note: if generating high 
number o f  brides, then could be worth it.
Try to lower the cost o f booth space. I am a home-based business that cannot afford 
to spend between S I000 - $5000 on a one day show.
Lower cost to enter shows.
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Primarx Business
Continued
Wedding Business Frequency Percent (%)
Banquet Facility 22 11.0
Beauty Services g 4.0
Bridal Accessories 4 2.0
Cakes and Sxveets 7 3.5
Calligraphy n 1.0
Catering-Off Premise 3 1.5
Destination Weddings 1 .5
Entertainment 17 8.5
Favors 3 1.5
Financial and Insurance Serx ices 3 1.5
Florists 9 4.5
Floral Preserxation 1 .0
Formal Wear 6 3.0
Gowns and Dresses 4 2.0
Home Furnishings T 1.0
Hotels 14 7.0
Internet Services T 1.0
Invitations 8 4.0
Party Rentals 1 .5
Photography 31 15.5
Poetry 0 0
Publications 2 1.0
Real Estate 5 2.5
Registrx 3 1.5
Restaurants 2 1.0
R e p ro d u c e d  with perm iss ion  of th e  copyright ow ner.  F u r th e r  reproduction  prohibited without perm iss ion .
130
Primarx' Business
Continued
Wedding Business Frequency Percent (%)
Transportation 4 2.0
Travel Agency 9 4.5
Videography 12 6.0
Wedding D écor 3 1.5
Wedding and Event Consulting 5 2.5
Yachts and Charters 1 .5
Other 6 3.0
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Job Titles
Continued
Job Titles Frequency Percent {%)
Agent 1 .5
Assistant Manager 1 5
Booking Manager 1 _5
Branch Manager 1 .5
Bridal Manager 1 .5
Bridesmaid Representative 1 .5
C .0 .0 . 1 .5
Catering 9 4.5
Catering Director 1 _5
Catering Sales Consultant 1 .5
CEO 1
Certified 1 .5
Chief Photographer 1 .5
Co Owner 3 1.5
Consultant 1 .5
Convention Sales Manager 1 .5
Design Manager 1 .5
Director 12 6.0
Disc Jockey 1 .5
District Manager 1 .5
Event Consultant 3 1.5
Event Sales Manager 1 .5
Executive 2 1.0
Financial Manager ") 1.0
Food and Beverage Director I .5
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Job Titles
Continued
Job Titles Frequency Percent(?o)
General Manager 1.0
Independent Sales Consultant 4 2.0
Innkeeper 1 .5
Location Manager 1 .5
Manager 1 .5
Marketing Representative n 1.0
Office Manager 3 1.5
Owner 78 38.8
Partner 3 1.5
Party lite Specialist 1 .5
Photographer 1 .5
President 10.9
Professional 1 .5
Public Relations Manager 1 .5
Realtor 1 .0
Regional Manager 1 .5
Sales and Catering 1 .5
Sales Assistant 1 .5
Sales Director 1 .6
Sales Manager 1.5
Secretary 1
Senior Sales Manager 1 .5
Social Sales Manager 1 .5
Sole Proprietor 2.0
Store Manager 1 .0
Studio Manager 1 .0
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Job Titles
Continued
Job Titles Frequency Percent (%)
Vacation Manager 1 .5
Vegas Site Manager 1 .5
Vice President 3 1.5
Wedding Consultant 3 1.5
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